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Twenty-Year Summaries and Index of the 
Journal of Consumer Research 


The Author Index and Subject Index that follow are a guide to the first 20 
volumes of the Journal of Consumer Research, complete with abstracts and cross- 
referenced by authors and key words. 


The Author Index consists of an alphabetical list of the authors of all articles 
published in Volumes 1 through 20 of the Journal, with their original abstracts. 
Some articles engendered a comment (or several) and, usually, a reply. When 
such an exchange spans more than one issue, the comment and rejoinder sequence 
is cited after the abstract of the original article. Works by the same author(s) are 
listed chronologically by year, from earliest to most recent. 


The Subject Index cross-references the articles under headings selected by the 
authors that range from broad topics (such as “economic analysis’) to more 
specific ones (such as ‘mental mapping”’). 


The first 20 volumes of the Journal of Consumer Research include the following 
special issues: 


A Synthesis of Selected Aspects of Consumer Behavior (March 1976) 

Consumer Decision Making (September 1979) 

Consumption of Time (March 1981) 

Consumer Behavior and Energy Use (December 1981) 

The Effects of Communication on Consumers (March 1985) 
Contents 


Subject Index 1 
Author Index 25 








Acquisition Patterns 


Clarke and Soutar 
Dickson, Lusch, and Wilkie 
Kasulis, Lusch, and Stafford 


Levedahi 
Rook 


Adolescent Consumers 


Belk, Bahn, and Mayer 
Churchill and Moschis 
Cox, Cox, and Moschis 


Foxman, Tansuhaj, and Ekstrom 
Moore and Stephens 
Moschis 


Moschis and Moore 
Peracchio 


Also see Child Consumers 
Adoption See Innovation and Diffusion 


Advertising Drama 
Stern 


Advertising Effects 

Aaker, Stayman, and Hagerty 
Abeele and MacLachlan 
Allen and Madden 


Anand and Holbrook 
Arcihbald, Haulman, and Moody 
Barlow and Wogalter 


Batra and Ray 
Batra and Ray 
Batra and Stayman 


Bearden, Teel, and Wright 
Belch 
Belk and Pollay 


Berger and Mitchell 
Bierley, McSweeney, and Vannieuwkerk 
Bone and Ellen 


Brown and Rothschild 
Brown and Stayman 
Brucks, Armstrong, and Goldberg 


Burke and Edell 
Burke and Srull 
Burke et al. 


Burroughs and Feinberg 
Chattopadhyay and Alba 
Chattopadhyay and Nedungadi 


Childers and Houston 
Costley and Brucks 
Cox and Cox 


Crowley and Hoyer 

Darley and Lim 

Deighton 

Deighton, Romer, and McQueen 
Demirdjian 

Durvasula et al. 

Edell and Burke 

Etgar and Goodwin 


Subject Index 


Volume/Issue/Page 


8 (Mar. 1982) 456 
9 (Mar. 1983) 432 
6 (June 1979) 47 


7 (June 1980) 55 
14 (Sept. 1987) 189 


9 (June 1982) 4 
6 (June 1979) 23 
17 (Sept. 1990) 149 


15 (Mar. 1989) 481 
2 (Sept. 1975) 80 
11 (Mar. 1985) 898 


6 (Sept. 1979) 101 
20 (Sept. 1993) 281 


20 (Mar. 1994) 601 


12 (Mar. 1986) 365 
20 (Mar. 1994) 586 
12 (Dec. 1985) 301 


17 (Sept. 1990) 242 
9 (Mar. 1983) 347 
20 (June 1993) 147 


12 (Mar. 1986) 432 
13 (Sept. 1986) 234 
17 (Sept. 1990) 203 


6 (Dec. 1979) 308 
9 (June 1982) 56 
11 (Mar. 1985) 887 


16 (Dec. 1989) 269 
12 (Dec. 1985) 316 
19 (June 1992) 93 


20 (June 1993) 138 
19 (June 1992) 34 
14 (Mar. 1988) 471 


13 (June 1986) 114 
15 (June 1988) 55 
14 (Mar. 1988) 483 


14 (Sept. 1987) 295 
15 (June 1988) 1 
19 (June 1992) 26 


11 (Sept. 1984) 643 
18 (Mar. 1992) 464 
15 (June 1988) 111 


20 (Mar. 1994) 561 
20 (Dec. 1993) 489 
11 (Dec. 1984) 763 
16 (Dec. 1989) 335 
10 (Dec. 1983) 362 
19 (Mar. 1993) 626 


14 (Dec. 1987) 421 
8 (Mar. 1982) 460 


Ford, Smith, and Swasy 


Friedman 
Gaeth and Heath 
Gardner 


Gardner 
Goldberg and Gorn 
Goldberg and Gorn 


Goldberg and Gorn 
Goldberg, Gorn, and Gibson 
Goldberg and Hartwick 


Goodstein 
Gorn and Florsheim 
Gorn and Goldberg 


Gorn and Goldberg 
Gorn and Goldberg 
Gorn and Weinberg 


Greenwald and Leavitt 
Ha and Hoch 
Hastak and Olson 


Hawkins and Hoch 
Heath, McCarthy, and Mothersbaugh 
Heckler and Childers 


Herr 
Heslop and Ryans 
Hoch and Ha 


Holbrook and Batra 
Hong and Wyer 
Hornik 


Jacoby and Hoyer 
Janiszewski 
Janiszewski 


Janiszewski 
Janiszewski and Warlop 
Kahle and Homer 


Kardes 
Kellaris and Cox 
Keller 


Keller 

Kirmani 

Kirmani and Wright 
Kisielius and Sternthal 


Koslow, Shamdasani, and Touchstone 
Liefeld and Heslop 


MacInnis and Park 
Mackenzie 
Mackenzie and Spreng 


Macklin 
Maheswaran and Sternthal 
Mazursky and Schul 


McCracken 

McCracken 

McQuarrie and Mick 
McSweeney and Bierley 
Meyers-Levy 

Meyers-Levy 

Meyers-Levy and Maheswaran 
Mick 

Mick and Buhl 

Milliman 


16 (Mar. 1990) 433 


11 (Mar. 1985) 927 
14 (June 1987) 43 
10 (Dec. 1983) 310 


12 (Dec. 1985) 281 
1 (Sept. 1974) 69 
5 (June 1978) 22 


14 (Dec. 1987) 387 
5 (Sept. 1978) 73 
17 (Sept. 1990) 172 


20 (June 1993) 87 
11 (Mar. 1985) 962 
4 (Sept. 1977) 86 


6 (Mar. 1980) 421 
9 (Sept. 1982) 200 
11 (Sept. 1984) 719 


11 (June 1984) 581 
16 (Dec. 1989) 354 
15 (Mar. 1989) 458 


19 (Sept. 1992) 212 
20 (Mar. 1994) 520 
18 (Mar. 1992) 475 


16 (June 1989) 67 
6 (Mar. 1980) 414 
13 (Sept. 1986) 221 


14 (Dec. 1987) 404 
17 (Dec. 1990) 277 
14 (Mar. 1988) 588 


15 (Mar. 1989) 449 
15 (Sept. 1988) 199 
17 (June 1990) 53 


20 (Dec. 1993) 376 
20 (Sept. 1993) 171 
11 (Mar. 1985) 954 


15 (Sept. 1988) 225 
16 (June 1989) 113 
14 (Dec. 1987) 316 


17 (Mar. 1991) 463 
17 (Sept. 1990) 160 
16 (Dec. 1989) 344 


12 (Mar. 1986) 418 
20 (Mar. 1994) 575 
11 (Mar. 1985) 868 


18 (Sept. 1991) 161 
13 (Sept. 1986) 174 
18 (Mar. 1992) 519 


14 (Sept. 1987) 229 
17 (June 1990) 66 
15 (June 1988) 24 


13 (June 1986) 71 
16 (Dec. 1989) 310 
19 (Sept. 1992) 180 
11 (Sept. 1984) 619 
16 (June 1989) 76 
16 (Sept. 1989) 197 
18 (June 1991) 63 
18 (Mar. 1992) 411 
19 (Dec. 1992) 317 


13 (Sept. 1986) 286 





Miniard, Sirdeshmukh, and Innis 
Mitchell 


Mobley, Bearden, and Teel 
Moore, Bearden, and Teel 
Moore, Hausknecht, and Thamodaran 


Moschis and Moore 
Munch, Boller, and Swasy 
Olney, Holbrook, and Batra 


Pavelchak, Antil, and Munch 
Pechmann and Stewart 
Pechmann and Ratneshwar 


Ratneshwar and Chaiken 
Richins 

Riecken and Samli 
Robertson and Rossiter 
Robertson and Rossiter 
Roedder 


Rossiter 
Rothschild and Hyun 
Rothschild et al. 


Ryans and Deutscher 
Sanbonmatsu and Kardes 
Schumann, Petty, and Clemons 
Scott 

Scott, Klein, and Bryant 
Shimp, Dyer, and Divita 
Sparkman and Locander 
Stayman and Aaker 
Steenkamp and Baumgartner 
Stern 

Stern 

Stuart, Shimp, and Engle 

Sujan and Dekleva 

Swasy and Munch 

Tan and Farley 

Tripp, Jensen, and Carlson 
Urbany, Bearden, and Weilbaker 
Ursic, Ursic, and Ursic 

Vanden Abeele and MacLachlan 
Webb 

Yalch and Elmore-Yalch 

Yi 

Zinkhan and Shermohamad 


Affect 


Aaker, Stayman, and Hagerty 
Allen, Machleit, and Kleine 
Anand and Holbrook 


Bagozzi and Warshaw 
Batra and Stayman 
Edell and Burke 


Havlena and Holbrook 

Hui and Bateson 
Janiszewski 

Kernan 

MacInnis and Park 
Meyers-Levy and Tybout 
Murry, Lastovicka, and Singh 
Obermiller 

Olney, Holbrook, and Batra 
Shimp, Stuart, and Engle 
Stayman and Aaker 
Westbrook and Oliver 


Also see Motivation 


19 (Sept. 1992) 226 
13 (June 1986) 12 


15 (Sept. 1988) 273 
12 (June 1985) 90 
13 (June 1986) 85 


9 (Dec. 1982) 279 
20 (Sept. 1993) 294 
17 (Mar. 1991) 440 


15 (Dec. 1988) 360 
17 (Sept. 1990) 180 
18 (Sept. 1991) 145 


18 (June 1991) 52 
18 (June 1991) 71 
8 (June 1981) 57 


1 (June 1974) = 13 
3 (June 1976) 58 
8 (Sept. 1981) 144 


3 (Mar. 1977) 179 
16 (Mar. 1990) 472 
15 (Sept. 1988) 185 


2 (Dec. 1975) 237 
15 (Dec. 1988) 379 
17 (Sept. 1990) 192 


17 (Sept. 1990) 223 
16 (Mar. 1990) 498 
3 (June 1976) 1 


7 (Dec. 1980) 219 
15 (Dec. 1988) 368 
19 (Dec. 1992) 434 


19 (Mar. 1993) 556 
20 (Mar. 1994) 601 
14 (Dec. 1987) 334 


14 (Dec. 1987) 372 
11 (Mar. 1985) 877 
13 (Mar. 1987) 540 


20 (Mar. 1994) 535 
15 (June 1988) 95 
13 (June 1986) 131 


20 (Mar. 1994) 586 
6 (Dec. 1979) 225 
11 (June 1984) 522 


17 (Sept. 1990) 215 
13 (June 1986) 127 


12 (Mar. 1986) 365 
18 (Mar. 1992) 493 
17 (Sept. 1990) 242 


17 (Sept. 1990) 127 
17 (Sept. 1990) 203 
14 (Dec. 1987) 421 


13 (Dec. 1986) 394 
18 (Sept. 1991) 174 
17 (June 1990) 53 


14 (June 1987) 133 
18 (Sept. 1991) 161 
16 (June 1989) 39 


18 (Mar. 1992) 441 
12 (June 1985) 17 
17 (Mar. 1991) 440 
18 (June 1991) 1 
15 (Dec. 1988) 368 
18 (June 1991) 84 
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Affect and Emotion 
Kahn and Isen 
Mano and Oliver 
Meyers-Levy and Maheswaran 
Oliver 
Simonson 
Stern 


Swinyard 
Vanden Abeele and MacLachlan 


20 (Sept. 1993) 257 
20 (Dec. 1993) 451 
19 (Dec. 1992) 424 
20 (Dec. 1993) 418 
19 (June 1992) 105 
20 (Mar. 1994) 601 
20 (Sept. 1993) 271 
20 (Mar. 1994) 586 


Aged Consumers See Older and Low-Income Consumers 


Agendas 
Balakrishnan, Patton, and Lewis 


Alcohol and Drug Research 
Bearden and Mason 
Hirschman 
Hoch and Loewenstein 
Lambert et al. 

Lastovicka et al. 

Moorman and Matulich 
Ornstein and Hanssens 
Robertson, Rossiter, and Gleason 
Rose, Bearden, and Teel 

Shimp and Dyer 

Wright 


Ambiguity 
Kahn and Sarin 


Analysis of Variance Interpretation 
Ross and Creyer 


Argument Structure 
Munch, Boller, and Swasy 


Assessing Biases 
Keller and Staelin 


Associational Learning 
Shimp, Stuart, and Engle 


Attention 
Janiszewski and Warlop 


Attention Processes 
Celsi and Olson 


Attitudes 
Allen, Machleit, and Kleine 
Bagozzi, Baumgartner, and Yi 
Bagozzi and Warshaw 
Barwise and Ehrenberg 
Batra and Ray 
Belch 


Berger and Mitchell 
Bettman 
Bolton and Drew 


Bone and Ellen 
Brown and Stayman 
Burke and Edell 


Chattopadhyay and Alba 
Chattopadhyay and Nedungadi 
Cote, McCullough, and Reilly 
Cox and Cox 

Crowley and Hoyer 

Edell and Burke 


Erickson and Johansson 
Farley, Katz, and Lehmann 


19 (Mar. 1993) 637 


7 (Sept. 1980) 121 
19 (Sept. 1992) 155 
17 (Mar. 1991) 492 


7 (June 1980) 14 
14 (Sept. 1987) 257 
20 (Sept. 1993) 208 


12 (Sept. 1985) 200 
6 (Dec. 1979) 247 
19(June 1992) 1 
6 (June 1979) 36 
6 (Dec. 1979) 256 


15 (Sept. 1988) 265 


20 (Sept. 1993) 330 


20 (Sept. 1993) 294 


15 (Mar. 1989) 510 


18(June 1991) 1 


20 (Sept. 1993) 171 


15 (Sept. 1988) 210 


18 (Mar. 1992) 493 
18 (Mar. 1992) 505 
17 (Sept. 1990) 127 


14 (June 1987) 63 
12 (Mar. 1986) 432 
9 (June 1982) 56 


16 (Dec. 1989) 269 
1 (Sept. 1974) 30 
17 (Mar. 1991) 375 


19 (June 1992) 93 
19 (June 1992) 34 
13 (June 1986) 114 


15 (June 1988) 1 
19 (June 1992) 26 
12 (Sept. 1985) 188 


15 (June 1988) 111 
20 (Mar. 1994) 561 
14 (Dec. 1987) 421 


12 (Sept. 1985) 195 
5 (Sept. 1978) 138 





SUBJECT INDEX 


Fazio, Powell, and Williams 
Fisher and Price 

Folkes 

Goldberg and Hartwick 


Hastak and Olson 
Heath, McCarthy, and Mothersbaugh 
Holbrook 


Holbrook and Batra 
Holbrook and Huber 
Jaccard, Brinberg, and Ackerman 


Janiszewski 
Kahle and Homer 
Kardes 


Kardes 
Kellaris and Cox 
Kisielius and Sternthal 


Loken and Ward 
Lynch, Marmorstein, and Weigold 
MacInnis and Park 


Mackenzie and Spreng 

Mano and Oliver 

Meyer 

Meyers-Levy and Tybout 

Mick 

Mitchell 

Moore, Hausknecht, and Thamodaran 
Morwitz, Johnson, and Schmittlein 
Munch, Boller, and Swasy 

Murry, Lastovicka, and Singh 
Obermiller 

Oliver and Bearden 


Oliver and Berger 
Olshavsky and Summers 
Ratneshwar and Chaiken 


Reibstein, Lovelock, and Dobson 
Sanbonmatsu and Kardes 

Schmitt, Leclerc, and DubeKaa-Rioux 
Schumann, Petty, and Clemons 
Sheppard, Hartwick, and Warshaw 
Shimp and Kavas 

Shimp, Stuart, and Engle 

Singer 

Tan and Farley 

Teas and Wong 

Tripp, Jensen, and Carlson 

Yi 

Also see Multiattribute Models 


Attitude toward the Ad 


Brown and Stayman 


Attribute Analysis 
Oliver 


Attribution Theory and Self-Perception 
Allen 

Balakrishnan, Patton, and Lewis 

Calder and Burnkrant 


Folkes 

Folkes 

Folkes, Koletsky, and Graham 
Kehret-Ward and Yalch 
Leonard-Barton 

Lichtenstein and Bearden 


Lichtenstein and Bearden 


16 (Dec. 1989) 280 


19 (Dec. 1992) 477 
14 (Mar. 1988) 548 
17 (Sept. 1990) 172 


15 (Mar. 1989) 458 
20 (Mar. 1994) 520 
4 (Dec. 1977) 176 


14 (Dec. 1987) 404 
5 (Mar. 1979) 272 
12 (Mar. 1986) 463 


15 (Sept. 1988) 199 
11 (Mar. 1985) 954 
13 (June 1986) 1 


15 (Sept. 1988) 225 
16 (June 1989) 113 
12 (Mar. 1986) 418 


17 (Sept. 1990) 111 
15 (Sept. 1988) 169 
18 (Sept. 1991) 161 


18 (Mar. 1992) 519 
20 (Dec. 1993) 451 
14 (Sept. 1987) 155 


16 (June 1989) 39 
18 (Mar. 1992) 411 
13 (June 1986) 12 


13 (June 1986) 85 
20 (June 1993) 46 
20 (Sept. 1993) 294 


18 (Mar. 1992) 441 
12 (June 1985) 17 
12 (Dec. 1985) 324 


6 (Sept. 1979) 113 
1 (June 1974) 63 
18 (June 1991) 52 


6 (Mar. 1980) 370 
15 (Dec. 1988) 379 
15 (June 1988) 122 


17 (Sept. 1990) 192 
15 (Dec. 1988) 325 
11 (Dec. 1984) 795 


18(June 1991) 1 
11 (June 1984) 501 
13 (Mar. 1987) 540 
18 (Mar. 1992) 536 
20 (Mar. 1994) 535 
17 (Sept. 1990) 215 


19 (June 1992) 34 


20 (Dec. 1993) 418 


8 (Mar. 1982) 381 
19 (Mar. 1993) 637 
4(June 1977) 29 


10 (Mar. 1984) 398 
14 (Mar. 1988) 548 
13 (Mar. 1987) 534 


10 (Mar. 1984) 410 
11 (Mar. 1985) 914 
13 (Sept. 1986) 290 


16 (June 1989) 55 


Mizerski 

Mizerski, Golden, and Kernan 
Moore, Bearden, and Teel 
Oliver 

Oliver and DeSarbo 

Reingen 

Robertson and Rossiter 
Robertson and Rossiter 


Rose, Bearden, and Teel 
Ryans and Deutscher 
Scott 


Scott and Yalch 

Smith and Hunt 
Sparkman and Locander 
Stern 

Tripp, Jensen, and Carlson 
Tybout and Yalch 


Autobiographical Memory 
Menon 


Bargaining 
Corfman and Lehmann 
Dwyer 
Schurr and Ozanne 


Base-Rate Utilization 
Ofir and Lynch 


Bayesian Analysis and Inference 
Brinberg, Lynch, and Sawyer 
Raman 


Behavioral Decision Theory 
Diamond 


Behavior Change 
Winett and Kagel 


Beliefs and Intentions 
Cote, McCullough, and Reilly 
Erickson and Johansson 


9 (Dec. 1982) 301 
6 (Sept. 1979) 123 


12 (June 1985) 90 
20 (Dec. 1993) 418 
14 (Mar. 1988) 495 
5 (Sept. 1978) 96 
1 (June 1974) 13 
3(June 1976) 58 
19(June 1992) 1 
2 (Dec. 1975) 237 
4(Dec. 1977) 156 
7 (June 1980) 32 
5 (Dec. 1978) 149 
7 (Dec. 1980) 219 
20 (Mar. 1994) 601 
20 (Mar. 1994) 535 
6 (Mar. 1980) 406 


20 (Dec. 1993) 431 


20 (June 1993) 124 
11 (Sept. 1984) 680 
11 (Mar. 1985) 939 


11 (Sept. 1984) 668 


19 (Sept. 1992) 139 
20 (Mar. 1994) 633 


15 (Sept. 1988) 280 
11 (Sept. 1984) 655 


12 (Sept. 1985) 188 
12 (Sept. 1985) 195 


Brand Loyalty See Product and Brand Choice 


Brand/Product Positioning 
Pan and Lehmann 


Care Competency 
Anderson and Shugan 


Categorization 
Goodstein 
Huffman and Houston 
Loken and Ward 


Pechmann and Ratneshwar 
Stayman, Alden, and Smith 
Sujan 


Categorization and Concept Formation 
Hutchinson and Alba 


Cathexis 
Belk 


Causal Modeling 
Bagozzi 
Bagozzi and Yi 
Denison and Fornell 
Dillon, Madden, and Mulani 


Durvasula et al. 
Fisher and Price 


20 (June 1993) 76 


18 (Sept. 1991) 219 


20 (June 1993) 87 
20 (Sept. 1993) 190 
17 (Sept. 1990) 111 
18 (Sept. 1991) 145 
19 (Sept. 1992) 240 
12 (June 1985) 31 


18 (Dec. 1991) 325 


15 (Sept. 1988) 139 


9 (Mar. 1983) 449 
17 (Mar. 1991) 426 
16 (Mar. 1990) 479 


10 (Sept. 1983) 209 


19 (Mar. 1993) 626 
19 (Dec. 1992) 477 





Folkes, Koletsky, and Graham 
Fornell 
Gerbing and Anderson 


Holbrook 
Holbrook and Batra 
Joachimsthaler and Lastovicka 


Johnson and Fornell 
Oliver and Bearden 
Oliver and Berger 


Pavelchak, Antil, and Munch 
Qualls 
Shimp and Kavas 


Srinivasan and Ratchford 
Wilkes 
Yi 


Changing Values and Demographics 
Schaninger and Danko 


Charity and Gift Giving 
Babin, Darden, and Griffin 
Belk 

Belk 

Belk 

Belk and Coon 

Belk, Wallendorf, and Sherry 
Brockner et al. 

Burnett 

Fischer and Arnold 

Fraser, Hite, and Sauer 
Frenzen and Davis 

Garner and Wagner 

Mick and Demoss 

Otnes, Lowrey, and Kim 
Pessemier, Bemmaor, and Hanssens 
Rook 

Sherry 


Also see Situational Factors 


Child Consumers 


Bahn 
Banks and Gupta 
Bearden, Teel, and Wright 


Belk, Bahn, and Mayer 
Belk, Mayer, and Driscoll 
Brucks, Armstrong, and Goldberg 


Capon and Kuhn 
Cox, Cox, and Moschis 
Goldberg and Gorn 


Goldberg and Gorn 
Goldberg, Gorn, and Gibson 
Gorn and Florsheim 


Gorn and Goldberg 


Gorn and Goldberg 
Gorn and Goldberg 


Heslop and Ryans 
John and Cole 
John and Sujan 


John and Whitney 
Macklin 

Moore and Stephens 
Moschis 

Peracchio 

Peracchio 


Riecken and Samli 


13 (Mar. 1987) 534 
9 (Mar. 1983) 443 
11 (June 1984) 572 


10 (Sept. 1983) 247 
14 (Dec. 1987) 404 
11 (Dec. 1984) 830 


14 (Sept. 1987) 214 
12 (Dec. 1985) 324 
6 (Sept. 1979) 113 


15 (Dec. 1988) 360 
14 (Sept. 1987) 264 
11 (Dec. 1984) 795 


18 (Sept. 1991) 233 
19 (Sept. 1992) 292 
17 (Sept. 1990) 215 


19 (Mar. 1993) 580 


20 (Mar. 1994) 644 
3 (Dec. 1976) 155 
14 (June 1987) 26 


15 (Sept. 1988) 139 
20 (Dec. 1993) 393 
16 (June 1989) 1 


11 (June 1984) 611 
8 (June 1981) 62 
17 (Dec. 1990) 333 


15 (Sept. 1988) 284 
17 (June 1990) 1 
18 (Dec. 1991) 368 


17 (Dec. 1990) 322 
20 (Sept. 1993) 229 
4 (Dec. 1977) 131 


12 (Dec. 1985) 251 
10 (Sept. 1983) 157 


13 (Dec. 1986) 382 
7 (Dec. 1980) 327 
6 (Dec. 1979) 308 


9 (June 1982) 4 
10 (Mar. 1984) 386 
14 (Mar. 1988) 471 


7 (Dec. 1980) 225 
17 (Sept. 1990) 149 
1 (Sept. 1974) 69 


5 (June 1978) 22 
5 (Sept. 1978) 73 
11 (Mar. 1985) 962 


4 (Sept. 1977) 86 
6 (Mar. 1980) 421 
9 (Sept. 1982) 200 


6 (Mar. 1980) 414 
13 (Dec. 1986) 297 
16 (Mar. 1990) 452 


12 (Mar. 1986) 406 
14 (Sept. 1987) 229 
2 (Sept. 1975) 80 


11 (Mar. 1985) 898 
18 (Mar. 1992) 425 
20 (Sept. 1993) 281 


8 (June 1981) 57 
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15 (June 1988) 48 


11 (June 1984) 581 
16 (Dec. 1989) 354 
15 (Mar. 1989) 458 


20 (Mar. 1994) 520 
17 (Mar. 1991) 454 
13 (Sept. 1986) 221 


14 (Mar. 1988) 588 
19 (Dec. 1992) 449 
11 (Mar. 1985) 954 


15 (Sept. 1988) 225 
17 (Mar. 1991) 463 
12 (Mar. 1986) 418 


13 (Sept. 1986) 174 
17 (June 1990) 66 
16 (Dec. 1989) 310 
16 (Sept. 1989) 188 
19 (Sept. 1992) 180 
14 (Mar. 1988) 522 
19 (Dec. 1992) 424 
19 (Sept. 1992) 226 
18 (June 1991) 92 


12 (June 1985) 90 


Moore, Hausknecht, and Thamodaran 
Munch, Boller, and Swasy 

Munch and Swasy 

Pechmann and Ratneshwar 
Pechmann and Stewart 


Ratneshwar and Chaiken 
Sanbonmatsu and Kardes 
Schul and Mazursky 


Schumann, Petty, and Clemons 
Shimp, Stuart, and Engle 
Stayman and Aaker 


Sternthal and Craig 

Tripp, Jensen, and Carlson 
Wright 

Wright and Rip 

Yalch and Elmore-Yalch 


Pets 
Belk 
Hirschman 


Phenomenological Inquiry 
Hirschman 


Phenomenology 
Hirschman 


Philosophy of Science 
Anderson 
Anderson 
Armstrong 


Belk 

Brinberg, Lynch, and Sawyer 
Bristor and Fischer 

Calder and Tybout 

Cooper 

Hirschman 


Hoffman and Holbrook 
Holbrook 

Holbrook and O’Shaughnessy 
Hudson and Ozanne 

Hunt 

Kernan 

Leong 

Murray and Ozanne 

Raman 

Siegel 

Thompson, Locander, and Pollio 
Wells 

Zinkhan, Roth, and Saxton 


Also see Validity and Reliability 
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Anand, Holbrook, and Stephens 
Hansen 
Holbrook and Batra 


Hornik 
Kroeber-Riel 
Kroeber-Riel 


Rothschild and Hyun 
Rothschild et al. 
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Sanbonmatsu and Kardes 
Smead, Wilcox, and Wilkes 
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Costley and Brucks 
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18 (Sept. 1991) 145 
17 (Sept. 1990) 180 
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15 (Dec. 1988) 379 
16 (Mar. 1990) 442 
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15 (Dec. 1988) 368 
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20 (Mar. 1994) 535 
7 (Sept. 1980) 151 
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11 (June 1984) 522 


15 (Sept. 1988) 139 
20 (Mar. 1994) 616 


19 (Sept. 1992) 155 
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15 (June 1988) 133 
15 (Dec. 1988) 401 
18 (Sept. 1991) 251 


16 (June 1989) 129 
19 (Sept. 1992) 139 
19 (Mar. 1993) 578 


14 (June 1987) 136 
14 (June 1987) 126 
19 (Mar. 1993) 537 


19 (Mar. 1993) 505 
14 (June 1987) 128 
15 (Dec. 1988) 405 


14 (Mar. 1988) 508 
18 (June 1991) 32 
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15 (Mar. 1989) 498 
18 (Sept. 1991) 129 
20 (Mar. 1994) 633 
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16 (Sept. 1989) 133 
19 (Mar. 1993) 489 
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15 (Dec. 1988) 386 
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14 (Dec. 1987) 404 
14 (Mar. 1988) 588 
5 (Mar. 1979) 240 
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16 (Mar. 1990) 472 
15 (Sept. 1988) 185 
7 (June 1980) 92 


15 (Dec. 1988) 379 
8 (June 1981) 37 
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Picture Processing 
Childers and Houston 


Play/Fun 
Holbrook et al. 


Popular Culture 
Hirschman 
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Pechmann and Ratneshwar 


Positivism 
Hunt 
Raman 
Wells 


Possessions 
Belk 
Mehta and Belk 


Postpositivism 
Belk 
Belk and Coon 
Belk, Wallendorf, and Sherry 
Bergadaa 
Celsi, Rose, and Leigh 
Gould 
Hill 
Hill and Stamey 
Hirschman 
Holbrook and O’Shaughnessy 
Hunt 
McQuarrie and Mick 
Mick and Buhl 
Murray and Ozanne 
Schouten 
Scott 
Stern 
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Thompson, Locander, and Pollio 
Thompson, Locander, and Pollio 
Wallendorf and Arnould 
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Bristor and Fischer 


Power 
Dwyer 


Prediction 
Armstrong 


Preference Formation 
Janiszewski 


Preference Judgments 
Agarwal and Ratchford 
Anand, Holbrook, and Stephens 
Bahn 


Batsell 

Bierley, McSweeney, and Vannieuwkerk 
Bither and Wright 

Cohen and Basu 

Coursey 

Cox and Cox 
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11 (Dec. 1984) 741 
12 (Sept. 1985) 169 
11 (June 1984) 528 
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Priming 
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Park, Iyer, and Smith 
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Punj and Staelin 


Rao and Sieben 

Simonson, Huber, and Payne 
Smith and Houston 

Sujan 
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Product and Brand Choice 
Alba and Marmorstein 
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Bearden and Rose 


Berger and Mitchell 
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Bettman 
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Bettman and Sujan 
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13 (Sept. 1986) 250 
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15 (Sept. 1988) 253 


17 (Sept. 1990) 215 


13 (Mar. 1987) 411 
14 (June 1987) 83 
13 (Dec. 1986) 316 


7 (Dec. 1980) 234 
14 (Sept. 1987) 141 
12 (June 1985) 1 


13 (Mar. 1987) 455 
13 (June 1986) 38 
12 (Sept. 1985) 169 


11 (June 1984) 542 
14 (Sept. 1987) 155 
12 (Sept. 1985) 240 


15 (Mar. 1989) 422 
8 (Sept. 1981) 223 
9 (Mar. 1983) 366 
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12 (Sept. 1985) 214 
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4 (Sept. 1977) 111 
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7 (Dec. 1980) 234 
14 (Sept. 1987) 141 


6 (Sept. 1979) 141 
12 (Mar. 1986) 382 
3 (Dec. 1976) 143 
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14 (Sept. 1987) 295 
11 (June 1984) 601 


16 (Dec. 1989) 280 
14 (Dec. 1987) 363 
17 (June 1990) 1 


14 (Dec. 1987) 434 
20 (Mar. 1994) 548 
18 (June 1991) 119 


19 (Dec. 1992) 401 
12 (Mar. 1986) 446 
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13 (June 1986) 149 
17 (Dec. 1990) 277 
11 (Dec. 1984) 822 
17 (Sept. 1990) 141 
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Janiszewski and Warlop 
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Johnson and Meyer 


Kahn and Isen 

Kahn, Moore, and Glazer 
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Klein and Bither 
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Lussier and Olshavsky 
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MacInnis and Price 
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Mayhew and Winer 
McGill and Anand 
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McSweeney and Bierley 
Mehta, Moore, and Pavia 
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Milliman 
Mobley, Bearden, and Teel 
Monroe and Guiltinan 


Moore 

Moore and Holbrook 

Nakanishi, Cooper, and Kassarjian 
Nedungadi 

Park 

Park, Milberg, and Lawson 


Park and Smith 
Pechmann and Stewart 
Peter and Tarpey 


Peterson and Hoffer 

Raj 

Ratneshwar, Shocker, and Stewart 
Reibstein 

Reingen et al. 

Rook 


Rosen and Olshavsky 
Saegert, Hoover, and Hilger 
Sheluga, Jaccard, and Jacoby 
Shocker, Zahorik, and Stewart 
Shugan 

Simonson 

Simonson 

Simonson and Winer 
Sproles 

Srinivasan and Kesavan 
Weitz and Wright 

Winer 

Wright and Rip 


Product and Brand Evaluation Processes 


Gardial et al. 


Product Category Choice 
Johnson 


Product Familiarity 
Rao and Monroe 


Also see Information Processing 


Product Involvement 
Lichtenstein, Bloch, and Black 
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12 (June 1985) 110 
20 (Sept. 1993) 171 


15 (Dec. 1988) 303 
16 (Dec. 1989) 300 
11 (June 1984) 528 


20 (Sept. 1993) 257 
14 (June 1987) 96 
10 (Mar. 1984) 410 


14 (Sept. 1987) 240 
15 (Mar. 1989) 411 
19 (Dec. 1992) 387 
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15 (Dec. 1988) 374 
6 (Sept. 1979) 154 
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5 (Dec. 1978) 210 
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16 (Sept. 1989) 188 
2 (Mar. 1976) 302 
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19 (Dec. 1992) 470 
14 (Sept. 1987) 155 
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2 (June 1975) 19 
17 (June 1990) 94 
16 (Mar. 1990) 490 
1 (Sept. 1974) 36 
17 (Dec. 1990) 263 
5 (Sept. 1978) 124 
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16 (Dec. 1989) 289 
17 (Sept. 1990) 180 
2 (June 1975) 29 


20 (Mar. 1994) 657 
9 (June 1982) 77 
13 (Mar. 1987) 520 


5 (Dec. 1978) 163 
11 (Dec. 1984) 771 
14 (Sept. 1987) 189 
14 (Dec. 1987) 440 
12 (June 1985) 104 
6 (Sept. 1979) 166 
11 (Dec. 1984) 836 
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16 (Sept. 1989) 158 
19 (June 1992) 105 
19 (June 1992) 133 
13 (June 1986) 146 
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6 (Dec. 1979) 280 
13 (Sept. 1986) 250 
7 (Sept. 1980) 176 


20 (Mar. 1994) 548 
15 (Dec. 1988) 303 


15 (Sept. 1988) 253 


15 (Sept. 1988) 243 
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Product Quality - 
Boulding and Kirmani 
Deighton 
Kopalle and Hoffman 
Rao and Bergen 


Product Repositioning 
Anderson and Shugan 


Product Safety and Product Liability 


Morgan and Avrunin 
Shimp and Bearden 
Staelin 


Product Substitution 
Shocker, Zahorik, and Stewart 


Product Usage 
Folkes, Martin, and Gupta 


Product Use 
Gould 


Prospect Theory 
Puto 


Psychographics 
Lastovicka et al. 


Also see Personality 


Psychometric Issues 
Durvasula et al. 
Faber and O’Guinn 
Kamakura and Novak 


Pan and Lehmann 
Peter, Churchill, and Brown 
Simmons, Bickart, and Lynch 


Public/Not-For-Profit Marketing 
Andreasen 
Andreasen and Belk 
Beales et al. 


Currim, Weinberg, and Wittink 
Folkes, Koletsky, and Graham 
Fraser, Hite, and Sauer 
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Moorman and Matulich 
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Fine 
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20 (June 1993) 111 
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19 (Mar. 1993) 626 
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19 (June 1992) 119 
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13 (Mar. 1987) 534 
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14 (Sept. 1987) 257 
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12 (Sept. 1985) 178 
5 (Sept. 1978) 89 


1 (Dec. 1974) 11 
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9 (Sept. 1982) 163 


8 (June 1981) =I 1 
8 (Dec. 1981) 306 
11 (Mar. 1985) 887 


8 (Dec. 1981) 313 
3 (Mar. 1977) 233 
5 (Mar. 1979) 217 


3 (Sept. 1976) 107 
14 (Mar. 1988) 471 
14 (Mar. 1988) 483 


26 (June 1993) 157 
9 (Mar. 1983) 413 
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16 (Mar. 1990) 433 
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Murray and Ozanne 
Olshavsky and Summers 
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Purchase Processes 
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Munch and Swasy 
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Childers and Rao 
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Bearden, Netemeyer, and Teel 
Gatignon and Robertson 
Hirschman 
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Zinkhan and Shermohamad 


Also see Group and Interpersonal Influence 


Relativism 


Siegel 


Reliability See Validity and Reliability 
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8 (June 1981) 1 
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8 (Dec. 1981) 299 
18 (Dec. 1991) 298 
17 (Dec. 1990) 303 


19 (Sept. 1992) 155 
13 (June 1986) 149 
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15 (Mar. 1989) 449 
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3 (Sept. 1976) 113 
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12 (Sept. 1985) 200 
13 (June 1986) 48 
4 (Sept. 1977) 67 
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13 (June 1986) 100 
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5 (Dec. 1978) 206 
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12 (Sept. 1985) 245 
12 (Mar. 1986) 469 


11 (Sept. 1984) 655 
6 (Dec. 1979) 256 


11 (Dec. 1984) 842 


18 (Mar. 1992) 530 


Quantitative Methods and Consumer Research 
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Research 
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Research Methods 
Calder and Tybout 
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Babin, Darden, and Griffin 
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McQuarrie and Mick 
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Munch and Swasy 
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Risk Perception 
Kahn and Sarin 
Also see Perceived Risk 


Risk Theory 
Celsi, Rose, and Leigh 


Role Theory See Sociological Analysis 


Sales Promotion 
Inman, McAlister, and Hoyer 


Satisfaction 
Sheppard, Hartwick, and Warshaw 
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20 (Dec. 1993) 489 
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ilarities of patterns in attitudes and behavior with regard to the 
purchase process and market environment. Differences seem mostly 
related to importance of brand name and advertising in the U.S. 
and the tendency of the Germans to include more variables in 
factors overall—perhaps linked to traditional German thorough- 
ness. 


ANAND, Punam see McGill, Ann L. (September 1989). 


ANDERSON, C. Dennis and John D. CLAXTON (1982), 
Barriers to Consumer Choice of Energy Efficient 


ANDERSON, Ronald D. see Acito, Franklin et al. (Sep- 
tember 1980). 


ANDREASEN, Alan R. and Russell W. BELK (1980), 


Products, 9 (September), 163-170. 


A number of barriers deter consumers from making energy con- 
serving choices when buying major durables. In a field experiment, 
refrigerator energy labels and sales staff emphasis were manipulated 
in an attempt to help put these barriers into perspective. Energy 
information was most effective in the low price market segment 
when consumers were choosing between manual and frost-free 
refrigerators. 


Predictors of Attendance at the Performing Arts, 7 
(September), 112-120. 


The present study differs from earlier efforts by its consideration 
of (1) future attendance intentions of potential arts-goers, (2) life- 
style, attitudinal, and experiential predictor variables, and (3) mul- 
tiple market segments, and by its use of multivariate methods. 
With such differences, socioeconomic variables that were best pre- 


dictors of arts attendance in prior work become nonsignificant. 
Implications for arts management are discussed. 


ANDREASEN, Alan R. (1984), Life Status Changes and 
Changes in Consumer Preferences and Satisfaction, 


ANDERSON, C. Dennis see McDougall, Gordon H. G. 
et al. (December 1981). 


ANDERSON, Eugene W. and Steven M. SHUGAN 


(1991), Repositioning for Changing Preferences: The 
Case of Beef versus Poultry, 18 (September), 219- 
252: 


11 (December), 784-794. 


A theoretical model linking measures of objectively defined changes 
in consumer life status to changes in brand preferences and overall 
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satisfaction with product and service purchases is proposed and 
empirically tested. Bivariate and multiple equation analyses of cross- 
sectional data in one metropolitan area indicate strong support for 
the model. The results imply that households undergoing status 
change are more likely to be (1) undergoing spontaneous changes 
in brand preferences and (2) open to intervention by change agents 
in the future. 


ANDREASEN, Alan R. (1985), Consumer Responses to 


Dissatisfaction in Loose Monopolies, 12 (September), 
135-141. 


This study tests Albert Hirschman’s theories about the behavior 
of consumers faced with unsatisfactory performance in a “loose 
monopoly.” Expectations that an elite of quality-conscious con- 
sumers would be most sensitive to product or service quality and 
likely to police the market are supported. Further, the prediction 
that the most quality-conscious and potentially vocal consumers 
would exercise the exit option, leaving sellers to deal with a relatively 
voiceless mass of consumers, is also supported. 


ANDREWS, J. Craig see Durvasula, Srinivas et al. (March 


1993). 


ANTIL, John H. see Pavelchak, Mark A. et al. (December 


1988). 


ARCHIBALD, Robert B., Clyde A. HAULMAN, and 


Carlisle E. MOODY, Jr. (1983), Quality, Price, Ad- 
vertising, and Published Quality Ratings, 9 (March), 
347-356. 


Economic literature contains several sometimes contradictory hy- 
potheses concerning the relationships among quality, price, and 
advertising. We investigate the impact of published quality ratings 
on these relationships and find that quality and advertising are 
much more likely to be positively related in the presence of quality 
ratings. 


ARMSTRONG, Gary M., Metin N. GUROL, and Fred- 


erick A. RUSS (1979), Detecting and Correcting De- 
ceptive Advertising, 6 (December), 237-246. 


This article investigates the use of the salient belief technique for 
measuring deception and the effectiveness of corrective ads. The 
technique is applied to Listerine advertising, which has already 
been found deceptive by the courts. Comparisons between this 
technique and the normative belief technique yielded similar results 
except for source effects over time. 


ARMSTRONG, Gary M. see Brucks, Merrie et al. (March 


1988). 


ARMSTRONG, J. Scott (1991), Prediction of Consumer 


Behavior by Experts and Novices, 18 (September), 
251-256. 


Are those who are familiar with scientific research on consumer 
behavior better able to make predictions about phenomena in this 
field? Predictions were made for 105 hypotheses from 20 empirical 
studies selected from Journal of Consumer Research. A total of 
1,736 predictions were obtained from 16 academics, 12 practition- 
ers, and 43 high school students. The practitioners were correct 
on 58.2 percent of the hypotheses, the students on 56.6 percent, 
and the academics on 51.3 percent. No group performed better 
than chance. 


ARNOLD, Stephen J. see Fischer, Eileen (December 


1990). 


ARNOULD, Eric J. (1989), Toward a Broadened Theory 


of Preference Formation and the Diffusion of In- 
novations: Cases from Zinder Province, Niger Re- 
public, 16 (September), 239-267. 
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The standard model for the diffusion of innovations in consumer 
behavior does not adequately account for the incorporation of novel 
items of non-local origin into the material culture inventory of 
Hausa-speaking peasants in Niger. A synthetic, culturally relative 
model composed of elements drawn from the stand2:d diffusion 
paradigm, from world-systems theory, and from economic and 
symbolic anthropology provides a more satisfactory account of 
these processes. Analysis shows that novel goods provide a medium 
through which alternative paradigms of consumer behavior and 
reality contend. Among the Hausa, a premarket model, a Western 
market-mediated model, and an Islamic ethnonationalist model 
compete for consumer affiliation. 


ARNOULD, Eric J. and Linda L. PRICE (1993), River 
Magic: Extraordinary Experience and the Extended 
Service Encounter, 20 (June), 24-45. 


This article explores the provision of extraordinary hedonic ex- 
periences on commercial, multiday river rafting trips in the Col- 
orado River basin. White water river rafting provides a dramatic 
illustration of some of the complex features of delivering an ex- 
traordinary experience. Multiple methods were employed over two 
years of data collection to articulate the lived meaning of this ex- 
perience from both the guides’ and the consumers’ perspectives. 
Robust quantitative measures were developed from rich qualitative 
data. Participant observation and interview data enriched the in- 
terpretation of quantitative results. Experiential themes of personal 
growth and self-renewal, “communitas,” and harmony with nature 
are evidenced across the data; they evolve and are woven together 
over the course of the trip. Together they are significant in ex- 
plaining overall satisfaction. There is a complex relationship be- 
tween client expectations and satisfaction. The narrative of the 
rafting experience rather than relationships between expectations 
and outcomes is shown to be central to its evaluation. Implications 
for other services and consumption activities are discussed. 


ARNOULD, Eric J. see Wallendorf, Melanie (June 1991). 


ARNOULD, Eric J. see Wallendorf, Melanie (March 
1988). 


AVRUNIN, Dana I. see Morgan, Fred W. (June 1982). 


B 


BABIN, Barry J., William R. DARDEN, and Mitch 
GRIFFIN (1994), Work and/or Fun: Measuring He- 
donic and Utilitarian Shopping Value, 20 (March), 
644-656. 


Consumer researchers’ growing interest in consumer experiences 
has revealed that many consumption activities produce both he- 
donic and utilitarian outcomes. Thus, there is an increasing need 
for scales to assess consumer perceptions of both hedonic and util- 
itarian values. This article describes the development of a scale 
measuring both values obtained from the pervasive consumption 
experience of shopping. The authors develop and validate the scale 
using a multistep process. The results demonstrate that distinct 
hedonic and utilitarian shopping value dimensions exist and are 
related to a number of important consumption variables. Impli- 
cations for further applications of the scale are discussed. 


BAGOZZI, Richard P. and M. Francis VAN LOO (1978), 
Fertility as Consumption: Theories from the Behav- 
ioral Sciences, 4 (March), 199-228. 


The study of fertility is one of the few subject matters common to 
all disciplines in the social sciences. Yet, little agreement exists as 
to why families have the number of children they do. This article 
synthesizes existing theories, critically analyses supporting research, 
and suggests new directions for study. 





Comments: Kiser, 5 (March 1979), 284. Leibenstein, 5 (March 
1979), 287. Namboodiri, 5 (March 1979), 290. Scanzoni, 5 (March 
1979), 292. Turchi, 5 (March 1979), 293. 

Rejoinder: Bagozzi and Van Loo, 5 (March 1979), 293. 


BAGOZZI, Richard P. (1983), Issues in the Application 


of Covariance Structure Analysis: A Further Com- 
ment, 9 (March), 449-450. 


BAGOZZI, Richard P. and Paul R. WARSHAW (1990), 


Trying to Consume, 17 (September), 127-140. 


An important but relatively neglected area of consumer behavior— 
the pursuit of goals—is addressed. Two recent modifications of 
the Fishbein model are discussed, and an extension is introduced 
to better explain goal pursuit. Major revisions include (1) specifi- 
cation of three dimensions of attitude—toward success, failure, 
and the process of trying, (2) the incorporation of self-efficacy 
judgments as expectations of success and failure, and (3) refinement 
in the specificity of referents and their correspondence to reflect 
trying as the focal explanatory concept. Recency and frequency of 
past trying are independent variables in three models tested with 
weight loss data. 


BAGOZZI, Richard P. and Youjae YI (1991), Multitrait- 


Multimethod Matrices in Consumer Research, 17 
(March), 426-439. 


This article examines three alternative procedures for analyzing 
multitrait-multimethod matrices: the Campbell-Fiske procedure, 
confirmatory factor analysis, and the direct product model. The 
implicit assumptions, as well as the strengths and weaknesses, of 
each approach are presented and their implications discussed. It 
is proposed that one should carefully examine model assumptions, 
individual parameters, and various diagnostic indicators, as well 
as overall model fits. The implications of these recommendations 
are illustrated through reanalyses of data from earlier studies of 
consumer behavior. Potentially misleading conclusions in these 
studies are corrected in demonstrations of the three procedures. 
The results show that methods often have multiplicative effects, a 
finding that supports the direct product model, which has not been 
previously used in consumer research. The need for multiple- 
method, multiple-measure approaches to research is highlighted 
by examining the limitations of single-method, single-measure ap- 
proaches to theory testing. 


BAGOZZI, Richard P., Hans BAUMGARTNER, and 


Youjae YI (1992), State versus Action Orientation 
and the Theory of Reasoned Action: An Application 
to Coupon Usage, 18 (March), 505-518. 


This article investigates how the individual difference variable of 
state versus action orientation moderates the pattern of relationships 
among constructs in the theory of reasoned action. State orientation 
refers to a low capacity for the enactment of action-related mental 
structures, whereas action orientation refers to a high capacity for 
this type of enactment. A field study was conducted in the context 
of consumers’ self-reported usage of coupons for grocery shopping. 
The results showed that state versus action orientation moderates 
the relative importance of determinants of intentions; specifically, 
subjective norms become more important as people become state 
oriented, whereas the relative importance of attitudes increases as 
people become action oriented. In addition, the study showed that 
past behavior is a determinant of intentions to use coupons. 


BAHN, Kenneth D. (1986), How and When Do Brand 


Perceptions and Preferences First Form? A Cognitive 
Developmental Investigation, 13 (December), 382- 
393. 


This study examined children’s brand discrimination and prefer- 
ence formation. Using multidimensional scaling techniques to 
capture children’s perceptions and preferences for cereals and bev- 
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erages, the study discovered several dimensions that underlie these 
two processes. Piaget’s cognitive developmental stage theory was 
used as the guiding framework. The results indicate that the number 
of dimensions that underlie brand perceptions and brand prefer- 
ences differ by both cognitive stage (pre-operational versus concrete- 
operational) and by product category. 


BAHN, Kenneth D. see Belk, Russell W. et al. (June 
1982). 


BALAKRISHNAN, P. V. (Sundar), Charles PATTON, 
and Phillip A. LEWIS (1993), Toward a Theory of 
Agenda Setting in Negotiations, 19 (March), 637- 
654. 


To date, negotiation research in two-party situations has largely 
focused on single issues or on multiple issues bargained simulta- 
neously. In this paper, we develop, from a behavioral perspective, 
a conceptual framework and an associated set of propositions con- 
cerning the influence and interaction of a number of factors on 
agenda setting. We examine the consequences of negotiating mul- 
tiple issues sequentially as opposed to discussing them simulta- 
neously. Specifically, we posit (a) conditions under which sequential 
versus simultaneous negotiations are advantageous, (b) conditions 
that promote and inhibit integrative agreements between parties 
involved in sequential negotiations, and (c) conditions that foster 
greater utility and timeliness to the negotiating parties. In addition, 
directions for future research and methodological guidelines for 
testing the propositions are discussed. 


BALASUBRAMANIAN, Siva K. see Cole, Catherine A. 
(June 1993). 


BANKS, Seymour and Rajinder GUPTA (1980), Tele- 
vision as a Dependent Variable, for a Change, 7 (De- 
cember), 327-330. 


BARFF, Richard, David MACKAY, and Richard W. 
OLSHAVSKY (1982), A Selective Review of Travel- 
Mode Choice Models, 8 (March), 370-380. 


Major advances in travel-mode choice modeling are reviewed. 
These include a shift from aggregate to disagregate models and a 
shift from physical and economic variables to cognitive and be- 
havioral variables. Developments in mode-choice studies are as- 
sessed, and possible directions for future development are suggested. 


BARKER, Roger G. (1975), Commentary on Belk, 2 
(December), 165. 


BARLOW, Todd and Michael S. WOGALTER (1993), 
Alcoholic Beverage Warnings in Magazine and Tele- 
vision Advertisements, 20 (June), 147-156. 


Two experiments investigated the impact of warnings in mass- 
media advertising in print (magazine) or broadcast (television) al- 
coholic beverage ads. Experiment | showed that participants ex- 
posed to highly conspicuous warnings in print ads performed better 
on subsequent memory and knowledge tests than those exposed 
to less conspicuous warnings. Less conspicuous warnings were 
generally no better than no warnings. In experiment 2, participants 
viewing broadcast commercials with both-modality warnings gen- 
erally performed better than those exposed to voice-only or no 
warnings. Print-only warnings produced performance equivalent 
to, or in one case lower than, both-modality warnings. Both ex- 
periments show that warnings in ads can communicate information 
if presented in a salient form. 


BARNES, James G. see Bourgeois, Jacques C. (March 
1979). 


BARWISE, T. Patrick and Andrew S. C. EHRENBERG 
(1987), The Liking and Viewing of Regular TV Se- 
ries, 14 (June), 63-70. 
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How does audience evaluation relate to audience size? In practice, 
television viewers give series liking scores that are middling rather 
than high because TV series are watched irregularly by most of 
their viewers, and how much viewers say they like a series varies 
with how often they watch it. There is also a Double Jeopardy 
effect whereby series with small audiences are liked somewhat less 
by their relatively few viewers than the more popular series are 
liked by theirs. Also, more demanding programs tend to get slightly 
higher liking scores than entertainment programs after allowing 
for their often smaller audiences. 


BASMANN, Robert L. see Battalio, Raymond C. et al. 


(September 1974). 


BASU, Kunal see Cohen, Joel B. (March 1987). 
BATESON, John E. G. and Michael K. HUI (1992), The 


Ecological Validity of Photographic Slides and Vid- 
eotapes in Simulating the Service Setting, 19 (Sep- 
tember), 271-281. 


In the study of consumers’ evaluation of the service setting, lab- 
oratory experiments using environmental simulations provide re- 
searchers with a level of control that can otherwise be difficult to 
achieve in field studies. This article demonstrates that photographic 
slides and videotapes, used as environmental simulations in testing 
a theory of crowding, have ecological validity. The same theoretical 
model is tested with data obtained from a field quasi-experimental 
study and with data from a laboratory study that used photographic 
slides and videotapes to simulate the service setting. Conditions 
that may constrain the applications of various kinds of environ- 
mental simulations in consumer research on services are also dis- 
cussed. 


BATESON, John E. G. see Hui, Michael K. (September 


1991). 


BATRA, Rajeev and Michael L. RAY (1986), Situational 


Effects of Advertising Repetition: The Moderating 
Influence of Motivation, Ability, and Opportunity 
to Respond, 12 (March), 432-445. 


It is argued theoretically that the attitudinal gain from advertising 
repetition should continue to increase rather than level off when 
consumers fail to generate cognitive responses to message argu- 
ments in earlier exposures. An experiment shows that repetition 
continues to increase brand attitudes and purchase intentions in 
conditions where support and counter argument production is ex- 
pected to be low, but that these attitudinal gains level off under 
conditions in which a high level of such production is expected. 


BATRA, Rajeev and Michael L. RAY (1986), Affective 


Responses Mediating Acceptance of Advertising, 13 
(September), 234-249. 


This article argues that affective responses (ARs) should supplement 
the cognitive responses more often studied in communication re- 
search. ARs are not evaluative responses to an advertisement, but 
represent the moods and feelings evoked by the ad. The literature 
on ARs is reviewed, and a typology for such responses is presented. 
Three ARs are studied empirically; they appear to be antecedents 
of the attitude towards the ad (A,,) and to have a weak but sig- 
nificant impact on brand attitudes. 


BATRA, Rajeev and Douglas M. STAYMAN (1990), The 


Role of Mood in Advertising Effectiveness, 17 (Sep- 
tember), 203-214. 


This study demonstrates the facilitating effect of positive mood on 
brand attitudes for readers of print advertising and explores con- 
tingencies and cognitive processes underlying that effect. Mood 
appears to affect the amount of total cognitive elaboration, bias 
the evaluation of argument quality, and peripherally affect brand 
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attitudes. An experiment using print ads reveals that positive moods 
create less elaboration, which results in more heuristic processing 
and reduces the extent to which message evaluation— itself favor- 
ably influenced by positive moods—mediates brand attitudes. The 
effect is greater when the reader has a low need for cognition and 
when the ad contains weak message arguments. 


BATRA, Rajeev see Holbrook, Morris B. (December 
1987). 


BATRA, Rajeev see Olney, Thomas J. et al. (March 1991). 


BATSELL, Richard R. (1980), Consumer Resource Al- 
location Models at the Individual Level, 7 (June), 
78-87. 


A methodology for the derivation of individual-level resource al- 
location functions is described. This methodology can be used to 
derive individual-level multiattribute preference functions that 
predict the share of some resource an individual consumer will 
allocate to competing alternatives. The methodology is illustrated 
in a pilot application in which subjects estimated the proportion 
of 100 minutes they would spend listening to different music groups. 


BATTALIO, Raymond C., Edwin B. FISHER, Jr., John 
H. KAGEL, Robert L. BASMANN, Robin C. 
WINKLER, and Leonard KRASNER (1974), An 
Experimental Investigation of Consumer Behavior 
in a Controlled Environment, 1 (September), 52-60. 


This article describes the general structure of controlled economic 
environments and reports the results of a series of experimentally 
induced price changes on consumer behavior in one such envi- 
ronment. The experimental results demonstrate the suitability of 
controlled economic environments as laboratories for the experi- 
mental analysis of consumer behavior and add to our understanding 
of consumer behavior, particularly with respect to the continuing 
effects of temporary price changes on the composition of con- 
sumption. 


BAUMGARTNER, Gary see Jolibert, Alain J. P. (June 
1981). 


BAUMGARTNER, Hans see Bagozzi, Richard P. et al. 
(March 1992). 


BAUMGARTNER, Hans see Steenkamp, Jan-Benedict 
E. M. (December 1992). 


BEALES, Howard, Michael B. MAZIS, Steven C. SALOP, 
and Richard STAELIN (1981), Consumer Search 
and Public Policy, 8 (June), 11-22. 


Consumers acquire information from a variety of internal and 
external sources. Sources differ in their abilities to convey different 
kinds of information. This paper examines the implications of 
these courses for designing government information programs. It 
emphasizes the need to examine the effects of information disclo- 
sures in the total information environment. 


BEARDEN, William O. and J. Barry MASON (1980), 
Determinants of Physician and Pharmacist Support 
of Generic Drugs, 7 (September), 121-130. 


A recursive model depicting a theoretical chain between hypoth- 
esized determinants of support for generic drug practices was ex- 
amined using a maximum likelihood estimation procedure, and 
applied to samples of 412 physicians and 118 pharmacists. Results 
suggest that confidence in regulation, potential savings, and impact 
on drug research represent plausible determinants of physician and 
pharmacist of generic drugs. 


BEARDEN, William O. and Michael J. ETZEL (1982), 
Reference Group Influence on Product and Brand 
Purchase Decisions, 9 (September), 183-194. 





Consumer perceptions of reference group influence on product 
and brand decisions were examined using 645 members of a con- 
sumer panel and 151 respondents in a followup study. Differences 
for 16 products in informational, value expressive, and utilitarian 
influence were investigated in a nested repeated measures design. 
The results support hypothesized differences in reference group 
influence between publicly and privately consumed products and 
luxuries and necessities. 


BEARDEN, William O. and Randall L. ROSE (1990), 
Attention to Social Comparison Information: An In- 
dividual Difference Factor Affecting Consumer Con- 
formity, 16 (March), 461-471. 


Interpersonal influence in consumer behavior is moderated by the 
extent of consumer sensitivity to social comparison information 
concerning product purchase and usage behavior (cf. Calder and 
Burnkrant 1977). Two survey studies indicate that Lennox and 
Wolfe’s (1984) attention-to-social-comparison-information scale 
has adequate convergent and discriminant validity and moderates 
the relative influence of normative consequences on behavioral 
intentions, as predicted. A quasi-experiment and an experiment 
in which control subjects under no social pressure are compared 
with high and low ATSCI subjects under pressure reveal that high 
ATSCI subjects are more likely to comply with normative pressures. 


BEARDEN, William O., Jesse E. TEEL, and Robert R. 
WRIGHT (1979), Family Income Effects on Mea- 
surement of Children’s Attitudes Toward Television 
Commercials, 6 (December), 308-311. 


BEARDEN, William O., Richard G. NETEMEYER, and 
Jesse E. TEEL (1989), Measurement of Consumer 
Susceptibility to Interpersonal Influence, 15 (March), 
472-480. 


The development of a scale for measuring consumer susceptibility 
to interpersonal influence is described. Consumer susceptibility to 
interpersonal influence is hypothesized as a general trait that varies 
across individuals and is related to other individual traits and char- 
acteristics (McGuire 1968). The construct is defined as the need 
to identify with or enhance one’s image in the opinion of significant 
others through the acquisition and use of products and brands, the 
willingness to conform to the expectations of others regarding pur- 
chase decisions, and/or the tendency to learn about products and 
services by observing others or seeking information from others. 
A series of studies provides evidence to support the convergent 
and discriminant validity of a two-dimensional scale. 

BEARDEN, William O. see Lichtenstein, Donald R. 
(June 1989). 

BEARDEN, William O. see Lichtenstein, Donald R. 
(September 1986). 

BEARDEN, William O. see Mobley, Mary F. et al. (Sep- 
tember 1988). 

BEARDEN, William O. see Moore, Ellen M. et al. (June 
1985). 

BEARDEN, William O. see Oliver, Richard L. (December 
1985). 

BEARDEN, William O. see Rose, Randall L. et al. (June 
1992). 

BEARDEN, William O. see Shimp, Terence A. (June 
1982). 

BEARDEN, William O. see Urbany, Joel E. et al. (June 
1988). 

BEATTY, Sharon E. and Scott M. SMITH (1987), Ex- 
ternal Search Effort: An Investigation Across Several 
Product Categories, 14 (June), 83-95. 


JOURNAL OF CONSUMER RESEARCH 


Utilizing an involvement perspective and Punj and Stewart’s (1983) 
interaction framework of decision making, the relationship between 
external search effort and a number of motivating antecedent vari- 
ables is investigated and evaluated across five related consumer 
electronic products. The findings confirm four of five hypothesized 
relationships between total search effort and the following variables: 
purchase involvement (+), attitudes toward shopping (-+), time 
availability (+), and product class knowledge (—). The relationship 
between ego involvement and total search effort was not significant. 
The influence of these variables upon a number of subindices of 
external search, including retailer search, media search, interper- 
sonal search, and neutral sources search, is also investigated and 
reported. 


BEATTY, Sharon E. see Helgeson, James G. (December 
1987). 


BEATTY, Sharon E. see Kahle, Lynn R. et al. (December 
1986). 


BECHERER, Richard C. and Lawrence M. RICHARD 
(1978), Self-Monitoring as a Moderating Variable in 
Consumer Behavior, 5 (December), 159-162. 


Most consumer research uses either a dispositional or a situational 
conceptual orientation for all types of behavior. This article explores 
the value of using a moderating variable to identify which indi- 
viduals are primarily influenced by either dispositional or situational 
variables. 


BELCH, George E. (1982), The Effects of Television 
Commercial Repetition on Cognitive Response and 
Message Acceptance, 9 (June), 56-65. 


The cognitive effects of advertising repetition are examined by 
considering the impact of three levels of TV commercial exposure 
within a one-hour program. Attitudes and purchase intentions were 
not affected by message repetition, although cognitive responses 
became more negative as exposure frequency increased. The re- 
lationship between cognitive responses and the message acceptance 
measures was relatively constant across the three exposure levels. 


BELK, Russell, Robert MAYER, and Amy DRISCOLL 
(1984), Children’s Recognition of Consumption 
Symbolism in Children’s Products, 10 (March), 386- 
397. 


The development of children’s abilities to recognize consumption 
symbolism has been examined using adults’ products, but not using 
children’s products. The present study examines children’s per- 
ceptions of the users of children’s products and tests hypotheses 
concerning he effects of age, sex, social class and sibling influence. 
As expected, the greatest differences are found among children of 
different ages. Results are interpreted as due to product-related 
experience and positive biases toward higher-status brand names 
and personally owned products. 


BELK, Russell W. (1975), Situational Variables and 
Consumer Behavior, 2 (December), 157-164. 


This paper suggests that explicit recognition of situational variables 
can substantially enhance the ability to explain and understand 
consumer behavioral acts. A definition and description of situations 
is offered, existing research is summarized, and implications for 
consumer research are considered. 

Comments: Barker, 2 (December 1975), 165. Wicker, 2 (December 
1975), 165. 

Rejoinder: Belk, 2 (December 1975), 235. 

Comment: Russell and Mehrabian, 3 (June 1976), 62. 

Rejoinder: Belk, 3 (December 1976), 175. 


BELK, Russell W. (1976), It’s the Thought That Counts: 
A Signed Digraph Analysis of Gift-Giving, 3 (De- 
cember), 155-162. 
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This article presents and tests a model of gift selection based on 
cognitive consistency theories. The model, which is supported by 
the data presented, offers a means for predicting the conditions 
under which giver tastes or recipient tastes dominate gift selection, 
and for predicting the amount of satisfaction which the gift brings 
the giver. 


BELK, Russell W. (1985), Materialism: Trait Aspects of 


Living in the Material World, 12 (December), 265- 
280. 


The relevance of materialism to consumer behavior is discussed. 
Materialism is advanced as a critical but neglected macro consumer- 
behavior issue. Measures for materialism and three subtraits—envy, 
nongenerosity,-and possessiveness—are presented and tested. The 
subtraits are compared over three generations of consumers from 
the same families, and measure validity is further explored via 
responses to a sentence completion task. Based on these results, a 
call is made for research into related macro consumer-behavior 
issues. 


BELK, Russell W. and Richard W. POLLAY (1985), Im- 


ages of Ourselves: The Good Life in Twentieth Cen- 
tury Advertising, 11 (March), 887-897. 


Using a longitudinal content analysis of advertisements appearing 
in popular U.S. magazines between 1900 and 1980, we assess the 
image of life depicted during this period. While little evidence is 
found to support some critics’ contention that advertising has vi- 
sually portrayed a progressively more luxurious and comfortable 
lifestyle, the themes employed in advertising do lend support to 
such an assertion. In addition, there is evidence that recent adver- 
tising has increasingly portrayed consumption as an end in itself 
rather than as a means to consumer well-being. 


BELK, Russell W. (1987), Material Values in the Comics: 


A Content Analysis of Comic Books Featuring 


Themes of Wealth, 14 (June), 26-42. 


During the past 40 years, four popular U.S. comic books have 
emphasized themes of extreme wealth: Archie, The Fox and the 
Crow, Uncle Scrooge, and Richie Rich. Collectively, these comics 
have provided potential models of the acquisition and use of wealth 
as well as models for human relationships between haves and have- 
nots. Whether such comic book treatments shape or merely reflect 
American material values during this period, they necessarily in- 
form our understanding of the significance we attach to consuming 
and consuming ability in our evaluations of our own worth and 
that of others. These themes are analyzed both qualitatively and 
quantitatively to determine the nature of such models and messages. 
Content analyses reveal primarily socially desirable but ambivalent 
treatments of such themes. 


BELK, Russell W. (1988), Possessions and the Extended 


Self, 15 (September), 139-168. 


Our possessions are a major contributor to and reflection of our 
identities. A variety of evidence is presented supporting this simple 
and compelling premise. Related streams of research are identified 
and drawn upon in developing this concept and implications are 
derived for consumer behavior. Because the construct of extended 
self involves consumer behavior rather than buyer behavior, it 
appears to be a much richer construct than previous formulations 
positing a relationship between self-concept and consumer brand 
choice. 
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sessions offer a means to shed, transport, or create meanings across 
locales. Mormon pioneer diaries and other historical personal doc- 
uments are used to assess the meanings and importance of the ~ 
possessions these pioneers brought on their journey. Computer- 
assisted qualitative analyses of these documents suggested five major 
categories of possession symbolism: (1) sacred meanings, (2) ma- 
terial meanings, (3) personal meanings, (4) familial meanings, and 
(5) communal meanings. Within some of these categories of 
meaning there are notable differences between men and women. 
Even though the present findings are based on a particular group 
and time period, it seems likely that these types of symbolic pos- 
session meanings are also to be found in other moves. 


BELK, Russell W. and Gregory S. COON (1993), Gift 


Giving as Agapic Love: An Alternative to the Ex- 
change Paradigm Based on Dating Experiences, 20 
(December), 393-417. 


The social sciences are dominated by a paradigm that views human 
behavior as instrumental exchange. It is not surprising that con- 
sumer research on gift giving has also been dominated by this 
exchange paradigm. The present research on dating gift giving 
among American college students finds support for two variants 
of this paradigm, but it also reveals an alternative paradigm of gift 
giving as an expression of agapic love. It is suggested that agapic 
expressiveness is a needed addition to exchange instrumentalism 
for understanding gift giving and perhaps for understanding con- 
sumer behavior in general. 


BELK, Russell W., John PAINTER, and Richard SE- 


MENIK (1981), Preferred Solutions to the Energy 
Crisis as a Function of Causal Attributions, 8 (De- 
cember), 306-312. 


Results of two studies support the hypotheses that those accepting 
personal responsibility for the energy crisis favor and report adopt- 
ing the personal “solution” of voluntary energy conservation, and 
those making attributions to nonpersonal causes (OPEC, oil com- 
panies, U.S. government) are most likely to favor nonpersonal 
solutions. Implications are discussed. 


BELK, Russell W., Kenneth D. BAHN, and Robert N. 


MAYER (1982), Developmental Recognition of 
Consumption Symbolism, 9 (June), 4-17. 


Communicating through consumption choices involves decoding 
information about others based upon observations of their con- 
sumption behavior. Using photographs of automobiles and houses, 
the ability to recognize consumption symbolism is examined in 
six age groups and compared between males/females and “higher”/ 
“‘lower”’ social-class subjects. Grade school is found to be the time 
during which most consumption decoding skills are attained. 


BELK, Russell W., John F. SHERRY, Jr., and Melanie 


WALLENDORF (1988), A Naturalistic Inquiry into 
Buyer and Seller Behavior at a Swap Meet, 14 
(March), 449-470. 


Naturalistic inquiry as an ethnographic approach is explained and 
utilized for exploring emergent themes in buyer and seller behavior 
at a swap meet. Components of the method used include purposive 
sampling, triangulation across researchers, emergent theme analysis, 
autodriving, memoing, member checks, and auditing. Four emer- 
gent dialectical substantive themes are discussed: freedom versus 
rules, boundaries versus transitions, competition versus coopera- 


BELK, Russell W. (1989), Extended Self and Extending 
Paradigmatic Perspective, 16 (June), 129-132. 


BELK, Russell W. (1992), Moving Possessions: An Anal- 


tion, and sacred versus profane. 


BELK, Russell W., Melanie WALLENDORF, and John 
F. SHERRY, Jr. (1989), The Sacred and the Profane 


ysis Based on Personal Documents from the 1847- 
1869 Mormon Migration, 19 (December), 339-361. 


Possessions may be a burden to nomadic people of the present 
and past, but for those moving to more permanent dwellings, pos- 


in Consumer Behavior: Theodicy on the Odyssey, 
16 (June), 1-38. 


Two processes at work in contemporary society are the secular- 
ization of religion and the sacralization of the secular. Consumer 





behavior shapes and reflects these processes. For many, consump- 
tion has become a vehicle for experiencing the sacred. This article 
explores the ritual substratum of consumption and describes prop- 
erties and manifestations of the sacred inherent in consumer be- 
havior. Similarly, the processes by which consumers sacralize and 
desacralize dimensions of their experience are described. The nat- 
uralistic inquiry approach driving the insights in this article is ad- 
vanced as a corrective to a premature narrowing of focus in con- 
sumer research. 


BELK, Russell W. see Andreasen, Alan R. (September 
1980). 


BELK, Russell W. see Mehta, Raj (March 1991). 


BELK, Russell W. see O’Guinn, Thomas C. (September 
1989). 


BELK, Russell W. see Tse, David K. et al. (March 1989). 


BELLANTE, Don and Ann C. FOSTER (1984), Working 
Wives and Expenditure on Services, 11 (September), 
700-707: 


The major focus of this research is the relationship between a wife’s 
employment and expenditure on time-saving services. Multiple 
regression analysis of date from the 1972-1973 Consumer Expen- 
diture Survey indicates that two measures of the extent of a wife’s 
participation in the labor force were influential in determining 
monetary outlay on services that are expected to be sensitive to 
the value of time. Other factors—such as family income, education, 
and stage of the family life cycle—also exert an impact on expen- 
diture. Findings indicate that family expenditure on services is a 
complex process influenced by many factors besides a wife’s em- 
ployment. 


BELTRAMINI, Richard F. see Peterson, Robert A. et al. 
(June 1985). 


BEMMAOR, Albert C. see Pessemier, Edgar A. et al. 
(December 1977). 


BENNETT, Peter D. and Gilbert D. HARRELL (1975), 
The Role of Confidence in Understanding and Pre- 
dicting Buyer’s Attitudes and Purchase Intentions, 2 
(September), 110-117. 


This research examines the role of buyers’ confidence in the for- 
mation of attitudes and purchase intention. It supports current 
buyer behavior theory which postulates a positive relationship be- 
tween overall confidence in a brand and intention to purchase the 
brand. It also examines buyers’ confidence in their own ability to 
judge attributes of brands. 


BENNETT, Peter D. and Noreen KLEIN MOORE 
(1981), Consumers’ Preferences for Alternative En- 
ergy Conservation Policies: A Trade-Off Analysis, 8 
(December), 313-321. 


Consumers’ preferences for alternative energy conservation policies 
are examined as potential input to public policy decisions at state 
and federal levels. Simulations based on conjoint analysis of con- 
sumers’ preferences show that they clearly favor incentive over 
coercive policies, but are evenly divided on the intervention versus 
free market issue. 


BERGADAA, Michelle M. (1990), The Role of Time in 
the Action of the Consumer, 17 (December), 289- 
302. 


A phenomenological approach was used to study the temporal 
system of consumers, an important but neglected aspect of indi- 
vidual action and consumer behavior. Two patterns of temporal 
attitude with profoundly different implications for consumer be- 
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havior were identified: some individuals appear to live and act as 
if they are more subject to deterministic functioning in relation to 
their temporal orientation, while others appear subject to volun- 
taristic functioning. Different temporal orientations may induce 
different sorts of motivation, different plans, the consumption of 
different types of products, and different specific attitudes that elicit 
a certain organizational process in relation to products. 


BERGEN, Mark E. see Rao, Akshay R. (December 1992). 
BERGER, Ida E. and Andrew A. MITCHELL (1989), 


The Effect of Advertising on Attitude Accessibility, 
Attitude Confidence, and the Attitude-Behavior Re- 
lationship, 16 (December), 269-279. 


The influence of advertising repetition on several non-evaluative 
dimensions of attitudes and the strength of the relationship between 
attitudes and behavior are examined. The results indicate that at- 
titudes formed on the basis of repeated ad exposure are similar to 
those formed on the basis of direct experience in that they are 
more accessible from memory, held with more confidence, and 
are more predictive of subsequent behavior than are attitudes based 
on a single ad exposure. The results are consistent with the prop- 
osition that attitude accessibility and attitude confidence moderate 
the attitude-behavior relationship. 


BERGER, Philip K. see Oliver, Richard L. (September 


1979). 


BERKOWITZ, Michael K. and George H. HAINES, Jr. 


(1984), The Relationship Between Relative Attri- 
butes, Relative Preferences, and Market Share: The 
Case of Solar Energy in Canada, 1 1 (December), 754- 
762. 


This paper presents a model of the relationship between relative 
attributes, relative preferences, and market share. It shows how 
parameters in the model may be estimated, using survey data to 
illustrate the estimation procedure. Use of the model and data for 
a new product are also discussed. The eventual market share of 
solar energy for residential heating in Canada is predicted using 
the procedures developed. 


BERNARDO, John J. and J. M. BLIN (1977), A Pro- 


gramming Model of Consumer Choice Among 
Multi-Attributed Brands, 4 (September), 111-118. 


A linear compensatory model of consumer choice among multi- 
attributed brands is developed as a simple linear assignment model. 
The base inputs needed for this procedure are the individual pref- 
erence rankings of the brands on each attribute scale. An overall 
ranking of the brands is obtained from this model. The procedure 
is illustrated with an example and some preliminary empirical re- 
sults. 

Comment: Yager, 6 (December 1979), 317. 

Rejoinder: Blin, 6 (December 1979), 319. 


BERNING, Carol A. Kohn and Jacob JACOBY (1974), 


Patterns of Information Acquisition in New Product 
Purchases, 1 (September), 18-22. 


Using a process methodology to examine information acquisition 
behavior, it was found that significant differences existed between 
the amount of information requested from the “friend” source by 
innovators about new products. Additionally, personal information 
sources were consulted after impersonal sources. 


BERNING, Carol Kohn see Jacoby, Jacob et al. (June 


1974). 


BERNING, Carol Kohn see Jacoby, Jacob et al. (March 


1976). 


BETTMAN, James R. (1974), Toward a Statistics for 


Consumer Decision Net Models, 1 (June), 71-80. 
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Because the decisions net approach yields complex nets as its data 
points, there are no techniques for combining or analyzing these 
data. Several procedures for analyzing consumer decision nets are 
proposed. Techniques for examining purely structural properties, 
net efficiency, goodness of fit and grouping problems, and attribute 
importance are applied to decision nets. 


BETTMAN, James R. (1974), A Threshold Model of At- 


tribute Satisfaction Decisions, 1 (September), 30-35. 


A threshold model of binary attribute satisfaction decisions is de- 
veloped using Fishbein attitude model components. The model is 
tested using multivariate probit analysis and is supported by the 
data. Implications for attitude research and statistical methodology 
are discussed. 


BETTMAN, James R. (1975), Issues in Designing Con- 


sumer Information Environments, 2 (December), 
169-177. 


Results of information processing research of particular importance 
for designing consumer information environments are reviewed 
and used in analyzing a proposal for provision of nutritional in- 
formation by the Federal Trade Commission. An example of an 
alternative proposal is developed which is more congruent with 
human processing limitations. 


BETTMAN, James R. and Pradeep KAKKAR (1977), 


Effects of Information Presentation Format on Con- 
sumer Information Acquisition Strategies, 3 (March), 
233-240. 


This article examines the effect of information presentation format 
on consumers’ information acquisition strategies. Consumers’ ac- 
quisition patterns are strongly affected by format. Information is 
processed in the fashion which is easiest given the display used. 
This implies that studies of the properties of consumer tasks are 
needed, and that information must be presented to consumers in 
formats which facilitate processing. 


BETTMAN, James R. and Michel A. ZINS (1977), Con- 


structive Processes in Consumer Choice, 4 (Septem- 
ber), 75-85. 


The degree to which consumers use rules or heuristics which have 
already been developed and stored in memory versus the degree 
to which consumers construct the rules they use on the spot, during 
the actual course of alternative selection, is examined. Detailed 
verbal protocol data from two consumers are analyzed. The results 
show substantial problems with such protocol data. Implications 
of the results for consumer choice theories are also considered. 


BETTMAN, James R. and Michel A. ZINS (1979), In- 


formation Format and Choice Task Effects in De- 
cision Making, 6 (September), 141-153. 


The effects of the specific choice task undertaken and the format 
of information presentation on accuracy, choice time, subjective 
reactions, and format selection are considered. The notion that 
the degree of congruence between format and task influences per- 
formance is supported for the time data and to some extent for 
subjective reactions, but not for format selection or accuracy. 


BETTMAN, James R. and C. Whan PARK (1980), Ef- 


fects of Prior Knowledge and Experience and Phase 
of the Choice Process on Consumer Decision Pro- 
cesses: A Protocol Analysis, 7 (December), 234-248. 


Effects of prior knowledge and experience and phase of the choice 
on decision processes were investigated using a protocol coding 
scheme. Consumers with moderate knowledge and experience did 
more processing of available information than did the high or low 
groups. More knowledgeable consumers tended to process by brand. 
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Consumers tended to use attribute-based evaluations in early and 

brand-based evaluations in later phases of choice. 
BETTMAN, James R. and Mita SUJAN (1987), Effects 
of Framing on Evaluation of Comparable and Non- 
comparable Alternatives by Expert and Novice Con- 
sumers, 14 (September), 141-154. 


























The study finds that framing, i.e., priming different decision criteria, 
influences evaluation outcomes for both expert and novice con- 
sumers when the alternatives are noncomparable and influences 
evaluation outcomes for novices when the alternatives are com- 
parable. The ready availability of a decision criterion, as opposed 
to the lack of one, also alters consumers’ cognitive responses for 
noncomparable sets to make these responses appear more like cog- 
nitive responses typical of comparable sets. One fundamental dis- 
tinction between sets of noncomparable and comparable alterna- 
tives may be the ready availability of decision criteria versus the 
need to construct them, rather than any inherent differences in 
category types. 

BETTMAN, James R., Noel CAPON, and Richard J. 
LUTZ (1975), Multiattribute Measurement Models 
and Multiattribute Attitude Theory: A Test of Con- 
struct Validity, 1 (March), 1-15. 







































































A distinction is drawn between the multiattribute attitude model 
aS a measurement device and as a theory of attitude formation 
and change. Using an analysis of variance paradigm to investigate 
the underlying multiplicative and summative assumptions, Fish- 
bein’s multiattribute theory is found to demonstrate reasonably 
high construct validity. Individual differences in attribute combi- 
nation rules are identified, and the issue of cognitive averaging vs. 
cognitive summation is raised. 


BETTMAN, James R., Deborah Roedder JOHN, and 


Carol A. SCOTT (1986), Covariation Assessment by 
Consumers, 13 (December), 316-326. 


















Two experiments were conducted to investigate the effect of prior 
beliefs and information format on consumers’ assessment of the 
relationship between price and quality for four frequently purchased 
grocery products. In these studies, consumers were shown sets of 
data, each of which presented ranks of 10 brands of a product 
category on price and quality. Contrary to prior research on illusory 
correlation, consumers’ estimates of covariation were relatively 
accurate and unaffected by the availability of relevant prior beliefs 
about the nature of the relationship between price and quality for 
grocery products in general or by format manipulations that varied 
the ease or difficulty of processing the data. These findings are 
discussed in terms of the effect of detailed instructions, the avail- 
ability of simple heuristics for processing rank-ordered data, dif- 
ferences between social and consumer perceptions, and the stages 
of consumer information processing most likely to be affected by 
prior beliefs. 


BETTMAN, James R. see John, Deborah Roedder et al. 
(June 1986). 


BETTMAN, James R. see Kassarjian, Harold H. (June 
1982). 


BETTMAN, James R. see Kassarjian, Harold H. (June 
1983). 


BETTMAN, James R. see Kassarjian, Harold H. (March 
1984). 


BETTMAN, James R. see Kassarjian, Harold H. (March 
1987). 


BETTMAN, James R. see Nakanishi, Masao (December 
1974). 
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BHALLA, Gaurav see Lastovicka, John L. et al. (Septem- 
ber 1987). 


BHATLA, Sunil see Miniard, Paul W. et al. (June 1991). 


BICKART, Barbara A. see Simmons, Carolyn J. et al. 
(September 1993). 


BIEHAL, Gabriel and Dipanker CHAKRAVARTI 
(1982), Experiences With the Bettman-Park Verbal- 
Protocol Coding Scheme, 8 (March), 442-448. 


Issues and problems that emerged in using the Bettman-Park coding 
scheme for verbal “think-aloud” protocols are discussed, and ways 
to resolve them are suggested. 


BIEHAL, Gabriel and Dipankar CHAKRAVARTI 
(1982), Information-Presentation Format and 
Learning Goals as Determinants of Consumers’ 
Memory Retrieval and Choice Processes, 8 (March), 
431-441. 


Subject learned product information presented in various formats, 
either expecting a subsequent recall task or incidental to making 
a choice. They then retrieved information from memory or made 
a choice based on it. Analysis of concurrent verbal protocols showed 
significantly different processing patterns in both memory-retrieval 
and choice stemming from the experimental manipulations. 


BIEHAL, Gabriel and Dipankar CHAKRAVARTI 
(1983), Information Accessibility as a Moderator of 
Consumer Choice, 10 (June), 1-14. 


Subjects acquired brand information in memory either incidental 
to making a choice or under directed learning instructions. Then 
they were given additional information (more brands and a new 
attribute for all brands) and asked to choose the best brand using 
both the external information and the prior information in mem- 
ory. Differences in the accessibility of prior information in memory 
induced by the learning goal manipulation significantly affected 
brand choice outcomes. 


BIEHAL, Gabriel and Dipankar CHAKRAVARTI 
(1986), Consumers’ Use of Memory and External 
Information in Choice: Macro and Micro Perspec- 
tives, 12 (March), 382-405. 


Eight issues analysing how consumers use memory and external 
information to make a brand choice are examined. Some subjects 
chose to use external information only, whereas others carried some 
of the information in differentially accessible memory stores. Pro- 
tocol analysis showed that subjects making memory-based choices 
used a larger number and variety of processing operations. How- 
ever, these subjects used less complex operations and also com- 
partmentalized their processing of external and memory infor- 
mation. Memory accessibility was related to choice differences. 
The findings form the basis for a set of propositions about memory 
processes in consumer choice. 


BIEHAL, Gabriel see Dick, Alan et al. (June 1990). 


BIERLEY, Calvin, Frances K. MCSWEENEY, and Re- 
nee VANNIEUWKERK (1985), Classical Condi- 
tioning of Preferences for Stimuli, 12 (December), 
316-323. 


Several authors have recently discussed the implications of classical 
conditioning for consumer behavior (e.g., McSweeney and Bierley 
1984; Nord and Peter 1980). However, little empirical evidence 
actually shows that classical conditioning can alter behaviors that 
are of interest to consumer research. The present experiment pro- 
vides some initial evidence that it can. In this experiment, preference 
ratings for stimuli that predicted pleasant music were significantly 
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greater than preference ratings for stimuli that predicted the absence 
of music. These preferences also generalized to other stimuli that 
resembled the ones actually used. 


BIERLEY, Calvin see McSweeney, Frances K. (Septem- 
ber 1984). 


BIRNBAUM, Bonnie G. see Ferber, Marianne A. (De- 
cember 1980). 


BIRNBAUM, Bonnie G. see Ferber, Marianne A. (June 
1977). 


BITHER, Stewart W. and Peter WRIGHT (1977), Pref- 
erences Between Product Consultants: Choices vs. 
Preference Functions, 4 (June), 39-47. 


Preferences for alternative types of individuals sought out as product 
consultants in a new product evaluation task were studied. In an 
“overt choice” manipulation a strong preference for consultants 
similar on certain ability dimensions was demonstrated. These re- 
sults were not replicated in a more sterile profile evaluation task 
setting. 


BITHER, Stewart W. see Klein, Noreen M. (September 
1987). 


BIVENS, Gordon E. and Carol B. VOLKER (1986), A 
Value-Added Approach to Household Production: 
The Special Case of Meal Preparation, 13 (Septem- 
ber), 272-279. 


A value-added approach for valuing household production is pre- 
sented with application to household processing of foods into meals. 
Data are from the 1977-1978 USDA Household Food Consump- 
tion Survey. The cost of input (food) is subtracted from estimates 
of the value of output (meals) to yield value added within house- 
holds. This amounts to an estimated 7 percent of the U.S. GNP 
that is unaccounted for. Value added was negatively associated 
with female employment. Household size, household income, and 
age of householder had small but statistically significant positive 
associations with value added. The mean net value added through 
meal preparation was $33.82 per week when fuel and capital charges 
were subtracted. 


BLACK, William C. see Lichtenstein, Donald R. et al. 
(September 1988). 


BLAIR, Edward and Scot BURTON (1987), Cognitive 
Processes Used by Survey Respondents to Answer 
Behavioral Frequency Questions, 14 (September), 
280-288. 


Behavioral frequency questions are a common and important part 
of consumer surveys. The conventional model of how people an- 
swer such questions and how response errors occur has presumed 
that respondents recall and enumerate specific behavioral episodes. 
Recent laboratory research, however, has shown that respondents 
use a variety of processes in answering such questions. Results of 
this study confirm this finding in a field setting and show that task 
conditions impact response formulation processes. These results 
indicate that new models are needed for complete understanding 
of response errors in frequency data for a variety of behaviors of 
interest to consumer researchers. 


BLATTBERG, Robert C., Peter PEACOCK, and Subrata 
K. SEN (1976), Purchasing Strategies Across Product 
Categories, 3 (December), 143-154. 


This article describes the degree to which consumers use identical 
or similar brand and store choice strategies across product cate- 
gories. The analysis is based on data on two pairs of frequently 
purchased products and the results indicate that consumers fre- 
quently use identical or similar purchasing strategies across product 
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categories. The principal implication of these results is that buying 
behavior may be governed by general household characteristics 
such as demographics to a greater extent than past research in this 
area had indicated. 


BLIN, J. M. (1979), Rejoinder to Yager, 6 (December), 
319-321. 


BLIN, J. M. see Bernardo, John J. (September 1977). 


BLOCH, Peter H., Daniel L. SHERRELL, and Nancy 
M. RIDGWAY (1986), Consumer Search: An Ex- 
tended Framework, 13 (June), 119-126. 


While consumer search behavior has been studied for many years, 
its treatment has been limited to purchase contexts. This article 
defines ongoing search as search occurring outside of the purchase 
process, and places it within an overall framework for consumer 
search. In addition, it presents results of an exploratory study of 
ongoing search indicating that recreational or hedonic motives for 
ongoing search are more significant than practical, informational 
motives. This study also shows that product involvement is strongly 
linked to ongoing search and that ongoing searchers appear to be 
important elements in the marketplace. 


BLOCH, Peter H. see Lichtenstein, Donald R. et al. (Sep- 
tember 1988). 


BLOCH, Peter H. see Richins, Marsha L. (September 
1986). 


BLOOM, Paul N. and Gary T. FORD (1979), Evaluation 
of Consumer Education Programs, 6 (December), 
270-279. 


The challenges and problems encountered in evaluating consumer 
education programs are discussed. This article focuses on the eval- 
uation research literature and the experiences of the authors in 
attempting to evaluate a major consumer education program. 


BOLLER, Gregory W. see Munch, James M. et al. (Sep- 
tember 1993). 


BOLTON, Ruth N. and James H. DREW (1991), A Mul- 
tistage Model of Customers’ Assessments of Service 
Quality and Value, 17 (March), 375-384. 


This article develops a model of how customers with prior expe- 
riences and expectations assess service performance levels, overall 
service quality, and service value. The model is applied to residential 
customers’ assessments of local telephone service. The model is 
estimated with a two-stage least squares procedure through survey 
data. Results indicate that residential customers’ assessments of 
quality and value are primarily a function of disconfirmation arising 
from discrepancies between anticipated and perceived performance 
levels. However, perceived performance levels also were found to 
have an important direct effect on quality and value assessments. 


BONE, Paula Fitzgerald and Pam Scholder ELLEN 
(1992), The Generation and Consequences of Com- 
munication-evoked Imagery, 19 (June), 93-104. 


Consumer researchers seem to believe that the use of imagery in- 
creases recall, enhances attitude toward the brand, and positively 
affects behavioral intentions. Yet few empirical investigations of 
imagery effects have been conducted in a consumer-behavior con- 
text. In this article, we provide a theoretical rationale based on 
extant literature as to which imagery content variables may influ- 
ence imagery and how imagery may, in turn, affect key purchase- 
related variables such as attitudes and behavioral intentions. In 
addition, the results of two empirical investigations are presented. 
These studies address how self versus other relatedness and situation 
plausibility affect the degree of reported imagery and subsequently 
affect ad and brand evaluations. The results of the two studies 
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show that the focal character and plausibility of the imagined scene 
influence the degree of imagery evoked by the message. Focal char- 
acter is shown to directly affect attitude toward the ad. In addition, 
we find that imagery directly influences attitude toward the ad but 
has no effect on attitude toward the brand or behavioral intentions. 


BONFIELD, E. H. see Ryan, Michael J. (September 
1975). 


BONOMA, Thomas V. and Wesley J. JOHNSTON 
(1979), Decision Making Under Uncertainty: A Di- 
rect Measurement Approach, 6 (September), 177- 
191. 


Focusing on the validity of subjective expected utility (SEU) choice 
models for explaining decision making, this research developed a 
novel methodology that explains subjective probability and utility 
scales, assigns values on these defined scales to various consumer 
decision problems, and has individuals estimate missing decisional 
components. Results from seven experiments are reported. 


BOULDING, William and Amna KIRMANI (1993), A 
Consumer-Side Experimental Examination of Sig- 
naling Theory: Do Consumers Perceive Warranties 
as Signals of Quality? 20 (June), 111-123. 


This article examines consumers’ perceptions of warranties within 
the framework of economic signaling theory. We develop propo- 
sitions about conditions under which higher warranties may lead 
to higher, lower, or the same quality perceptions as do lower war- 
ranties. These quality perceptions of consumers are consistent with 
different types of market equilibria predicted by signaling theory. 
The propositions are tested in an experiment which varies warranty 
length, warranty scope, and the conditions for warranty signaling. 
Results suggest that, in general, consumer responses to warranties 
are consistent with the behavioral assumptions of signaling theory. 
The authors suggest that consumer researchers can gain greater 
insight by integrating signaling theory with psychologically based 
approaches. 


BOURGEOIS, Jacques C. and James G. BARNES (1979), 
Viability and Profile of the Consumerist Segment, 5 
(March), 217-228. 


This paper presents a profile of the consumerist and tests for sig- 
nificant differences between the consumerist and the average con- 
sumer. The findings suggest that the consumerist differs significantly 
on socioeconomic, life style, attitudinal, readership, and listenership 
variables, while constituting a sizeable segment (15 percent) of the 
population. 


BOWERS, Jean S. see Longstreth, Molly et al. (June 
1984). 


BRADFORD, John W. see Fraser, Cynthia (December 
1984). 


BRADFORD, John W. see Fraser, Cynthia (June 1983). 
BRANDT, William K. see Day, George S. (June 1974). 


BRINBERG, David and Ronald WOOD (1983), A Re- 
source Exchange Theory Analysis of Consumer Be- 
havior, 10 (December), 330-338. 


Marketing has been described as an exchange between two or more 
social units. A psychological exchange theory developed by Foa 
and Foa (1974) was used to examine: (a) the structure underlying 
six different resource categories—i.e., love, status, information, 
money, goods, and services—and (b) the functional relations among 
these six resource categories—i.e., the patterns of exchange. The 
economic concept of resource constraint (scarcity) was also incor- 
porated into the exchange process. The results were basically con- 
sistent with both the structural and functional relations derived 





from Foa’s theory. Moreover, resource scarcity was found to affect 
the types of resources an individual was likely to give in an exchange. 


BRINBERG, David, John G. LYNCH, Jr., and Alan G. 
SAWYER (1992), Hypothesized and Confounded 
Explanations in Theory Tests: A Bayesian Analysis, 
19 (September), 139-154. 


Traditional views of research methodology hold that little, if any, 
useful information can be obtained from one or more confounded 
studies, unless the results from one study rule out or falsify an 
alternative explanation from a previous study. We present a 
Bayesian analysis of hypothesis testing to model knowledge ac- 
cumulation from a series of confounded or unconfounded exper- 
iments. By applying this Bayesian analysis, we find that a hypothesis 
can receive support from a study with known flaws. Our analysis 
also implies that the status of an explanation is independent of 
whether it was proposed a priori or post hoc. 


BRINBERG, David see Jaccard, James et al. (March 
1986). 


BRINBERG, David see McGrath, Joseph E. (June 1983). 


BRISTOR, Julia M. and Eileen FISCHER (1993), Fem- 
inist Thought: Implications for Consumer Research, 
19 (March), 578-536. 


This article applies three distinct feminist perspectives to critique 
scientific objectivity, and the problematics, theories, methods of 
data collection, and methods of data analysis in consumer research. 
Each feminist perspective helps heighten sensitivity to gender biases 
in current research and offers insights on new directions for con- 
sumer scholarship. 


BROCKNER, Joel, Beth GUZZI, Julie KANE, Ellen 
LEVINE, and Kate SHAPLEN (1984), Organiza- 
tional Fundraising: Further Evidence on the Effect 
of Legitimizing Small Donations, 11 (June), 611- 
614. 


Prior research has shown that by legitimizing paltry donations in 
face-to-face contact with prospective donors, fundraisers may in- 
crease the amount of money allocated to highly visible charitable 
organizations. The present study suggests that this “‘legitimization 
effect” also occurs when donors are requested to allocate funds to 
a relatively less well-known organization, through telephone as 
well as face-to-face contact. 


BROOKER, George (1976), The Self-Actualizing Socially 
Conscious Consumer, 3 (September), 107-112. 


A personality-related study was made of individuals exhibiting so- 
cially conscious consumer behavior. It was found that these indi- 
viduals may be characterized as “self-actualizing” as Maslow uses 
the term. The findings expand previous findings by Webster, and 
they are evidence that a holistic approach to personality measure- 
ment is possible in consumer research. 

BROOKER, George (1978), Representativeness of Short- 
ened Personality Measures, 5 (September), 143-145. 


BROOKS, Michael A. and Peter E. EARL (1987), On 
the Implications of Jointness in a Normative Model 
of Behavior Based on an Activity Hierarchy, 14 (De- 
cember), 445-448. 


BROWN, Jacqueline Johnson and Peter H. REINGEN 
(1987), Social Ties and Word-of-Mouth Referral Be- 
havior, 14 (December), 350-362. 


This article presents a network analysis of word-of-mouth referral 
behavior in a natural environment. The relational properties of 
tie strength and homophily were employed to examine referral 
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behavior at micro and macro levels of inquiry. The study dem- 
onstrates different roles played by weak and strong social ties. At 
the macro level, weak ties displayed an important bridging function, 
allowing information to travel from one distinct subgroup of referral 
actors to another subgroup in the broader social system. At the 
micro level, strong and homophilous ties were more likely to be 
activated for the flow of referral information. Strong ties were also 
perceived as more influential than weak ties, and they were more 
likely to be utilized as sources of information for related goods. 


BROWN, Jacqueline Johnson see Reingen, Peter H. et 


al. (December 1984). 


BROWN, Steven P. and Douglas M. STAYMAN (1992), 


Antecedents and Consequences of Attitude toward 
the Ad: A Meta-analysis, 19 (June), 34-51. 


A meta-analysis of pairwise relationships involving attitude toward 
the ad was conducted. Analyses of correlations across studies are 
first analyzed and reported. Because significant variance across 
studies was found, moderator analyses were conducted to account 
for interstudy variance. The results suggest a number of method- 
ological variables that moderate the strengths of relationships found 
in studies of ad attitudes. Analyses were also conducted to assess 
the robustness of the dual-mediation path model of the effects of 
ad attitudes. Results indicate support for the model as well as a 
more important role for the indirect influence of ad attitudes on 
brand attitudes (via brand cognitions) than that found in previous 
model tests. 


BROWN, Steven P. see Hoyer, Wayne D. (September 


1990). 


BROWN, Tom J. and Michael L. ROTHSCHILD (1993), 


Reassessing the Impact of Television Advertising 
Clutter, 20 (June), 138-146. 


It has been suggested that increasing levels of clutter on television 
lead to diminished memory retrieval for advertised brands. Al- 
though earlier studies have shown that clutter decreases an indi- 
vidual’s ability to recall a brand, it is not clear that clutter will 
have the same effect on other measures of memory. Two experi- 
ments with important methodologic differences from prior clutter 
studies investigated the impact of clutter on recognition, aided 
recall, and unaided recall. The results suggest that clutter may not 
significantly affect an individual’s true ability to remember what 
was seen. 


BROWN, Tom J. see Peter, J. Paul et al. (March 1993). 
BRUCKS, Merrie (1985), The Effects of Product Class 


Knowledge on Information Search Behavior, 12 
(June), 1-16. 


The effects of prior knowledge about a product class on various 
characteristics of pre-purchase information search within that 
product class are examined. A new search task methodology is 
used that imposes only a limited amount of structure on the search 
task subjects are not cued with a list of attributes, and the problem 
is not structured in a brand-by-attribute matrix. The results indicate 
that prior knowledge facilitates the acquisition of new information 
and increases search efficiency. The results also support the con- 
ceptual distinction between objective and subjective knowledge. 


BRUCKS, Merrie (1988), Search Monitor: An Approach 


for Computer-Controlled Experiments Involving 
Consumer Information Search, 15 (June), 117-121. 


This article describes a microcomputer program that can facilitate 
research on consumer information search and decision making. 
Search Monitor is a menu-driven user interface with data collection 
and recording facilities. This article suggests research problems for 
which Search Monitor is appropriate and briefly describes its fea- 
tures and options. 












AUTHOR INDEX 


BRUCKS, Merrie and Paul H. SCHURR (1990), The 
Effects of Bargainable Attributes and Attribute Range 
Knowledge on Consumer Choice Processes, 16 
(March), 409-419. 


The bargaining purchase process is viewed as a multiattribute, 
multialternative choice in which the attribute values are subject 
to change. Bargaining is studied empirically by directly comparing 
information search strategies for purchase tasks that do and do not 
include a bargaining component. Knowledge of attribute value 
ranges is manipulated to examine its effects on bargaining and 
non-bargaining purchase tasks. The results provide evidence that 
buyers reduce information search when they have the option of 
bargaining. Furthermore, knowledge of attribute value ranges ap- 
pears to increase the degree to which buyers replace information 
search with bargaining. 


BRUCKS, Merrie, Gary M. ARMSTRONG, and Marvin 
E. GOLDBERG (1988), Children’s Use of Cognitive 
Defenses against Television Advertising: A Cognitive 
Response Approach, 14 (March), 471-482. 


This study employs a cognitive response approach using non-di- 
rective probes rather than direct questions to assess the effects of 
advertising knowledge and the presence of a cue on thoughts pro- 
duced by 9 to 10-year-old children while watching commercials. 
The number of counterarguments produced indicates children’s 
use of cognitive defenses. The study found that advertising knowl- 
edge did not result in increased counierarguments against adver- 
tisements unless a cue was present to activate that knowledge. Direct 
questions (as opposed to nondirective probes) themselves appear 
to activate advertising knowledge, thus overestimating children’s 
actual use of cognitive defenses. 


BRUCKS, Merrie see Costley, Carolyn L. (March 1992). 


BRUCKS, Merrie see Ozanne, Julie L. et al. (March 
1992). 


BRUCKS, Merrie see Wallendorf, Melanie (December 
1993). 


BRUNO, Albert V. and Albert R. WILDT (1975), Toward 
Understanding Attitude Structure: A Study of the 
Complimentarity of Multi-Attribute Attitude Mod- 
els, 2 (September), 137-145. 


This article provides an alternative to the traditional method of 
selecting one model as representative of the entire population. The 
authors contend that this procedure extends the usefulness of pre- 
dictive results and should contribute managerially useful infor- 
mation to research questions which traditionally have been resolved 
solely through the application of “goodness of fit” effectiveness 
measures. 


BRYANT, Jennings see Scott, Cliff et al. (March 1990). 


BRYANT, W. Keith and Jennifer L. GERNER (1981), 
Television Use by Adults and Children: A Multivar- 
iate Analysis, 8 (September), 154-161. 


Television use by husbands, wives, and children is analyzed in an 
economic model using multiple regression. The findings show ed- 
ucation to be the most important determinant of television use. It 
was also found that income decreases adults’, but increases chil- 
dren’s, television use; that number and age of siblings affects chil- 
dren’s television use nonlinearly; and that number of television 
sets is not important in determining television use. 


BRYANT, W. Keith (1988), Durables and Wives’ Em- 
ployment Yet Again, 15 (June), 37-47. 

































































The literature examining the relationship between consumer du- 
rables expenditures and wives’ employment is analyzed. Several 
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deficiencies in the literature are corrected in a revised model that 
is estimated with data from the 1977-1978 Survey of Consumer 
Expenditures. This article concludes that durables expenditures 
and wives’ employment time are complements. 


BUCKLEY, M. Ronald see Cote, Joseph A. (March 


1988). 


BUHL, Claus see Mick, David Glen (December 1992). 
BURKE, Marian C. and Julie A. EDELL (1986), Ad Re- 


actions Over Time: Capturing Changes in the Real 
World, 13 (June), 114-118. 


Using a naturally occurring situation as a quasi-experiment, this 
article contrasts measures of attitude toward advertisements for 
groups of subjects with different potential levels of exposure to 
repeated airings of the ads during a four-month TV campaign. 
These measures were taken after several different periods of delay 
following subjects’ exposure to the ads. The results indicate that 
even with all of the confounding variables that exist in a natural 
viewing environment, subjects’ evaluations of the ads decline as 
levels of potential exposure increase, though those evaluations re- 
turn to their initial levels after an eight-month period of no ex- 
posure. A striking result, however, is that two different measures 
of attitude toward the ad show very different patterns over time. 
The article also presents exploratory evidence on the role of the 
initial likeability of the ad. 


BURKE, Marian see Capon, Noel (December 1980). 
BURKE, Marian Chapman see Edell, Julie A. (December 


1987). 


BURKE, Raymond R. and Thomas K. SRULL (1988), 


Competitive Interference and Consumer Memory for 
Advertising, 15 (June), 55-68. 


This article reports the results of three experiments that examine 
memory interference in an advertising context. In Experiment 1, 
consumer memory for a brand’s advertising was inhibited as a 
result of subsequent exposure to ads for other products in that 
manufacturer’s product line and ads for competing brands in the 
product class. Experiment 2 demonstrates analogous proactive in- 
terference effects. The results of Experiment 3 indicate that the 
presence of advertising for competitive brands changes the rela- 
tionship between ad repetition and consumer memory. Repetition 
had a positive effect on recall only when there was little or no 
advertising for similar products. 


BURKE, Raymond R., Wayne S. DESARBO, Richard 


L. OLIVER, and Thomas S. ROBERTSON (1988), 
Deception by Implication: An Experimental Inves- 
tigation, 14 (March), 483-494. 


A computer-based measurement procedure was developed to assess 
the deceptive effects of advertising claims. The study investigated 
various message forms identified in past research as having the 
potential to deceive the consumer by implying unrealistically high 
levels of brand attribute performance. Deception was assessed by 
comparing consumer responses to the questionable claims against 
responses to the presentation of no attribute information and true 
information. Results across a set of computer-constructed ads for 
hypothetical ibuprophen-based brands of pain reliever showed that 
expansions of literally true claims, and, to a lesser extent, qualified 
expansionary claims, increased false brand attribute beliefs, affect, 
and purchase intentions in comparison to the control conditions. 
Implications for the detection of deceptive advertising claims are 
drawn. 


BURKE, Raymond R., Bari A. HARLAM, Barbara E. 


KAHN, and Leonard M. LODISH (1992), Compar- 
ing Dynamic Consumer Choice in Real and Com- 
puter-simulated Environments, 19 (June), 71-82. 


Actual supermarket purchases made by consumers over a seven- 
month period are compared with the choice decisions collected in 
one sitting in a laboratory simulation. The laboratory simulation 
was designed to mimic the original market environment. Although 
there were systematic biases in predictions of true purchase behavior 
from the simulated data, the “compressed simulations” were rea- 
sonably valid in predicting market shares and promotion sensitivity 
for brands across consumers. 


BURNETT, John J. (1981), Psychographic and Demo- 


graphic Characteristics of Blood Donors, 8 (June), 
62-67. 


This study attempts to delineate new demographic and behavioral 
characteristics of blood donors and nondonors. Results indicate 
that donors tend to be male, married with children, have rare blood 
types and low self-esteem, to be low risk takers, very concerned 
with health, better educated, religious, and quite conservative. 


BURNETT, Melissa S. see Kolbe, Richard H. (September 


1991). 


BURNKRANT, Robert E. and Alain COUSINEAU 


(1975), Informational and Normative Social Influ- 
ence in Buyer Behavior, 2 (December), 206-215. 


An experiment was conducted to clarify the nature of the influence 
active in most prior marketing research on the social influence 
process. Experimental subjects were exposed to evaluations of coffee 
which were attributed to either a similar or dissimilar source. These 
evaluaticns were high in uniformity, low in uniformity or of un- 
known uniformity. Subjects then tasted and evaluated the coffee. 
The subjects’ evaluations were made either under a visible (iden- 
tifiable) condition or an anonymous condition. The data supported 
a hypothesis of informational social influence. 


BURNKRANT, Robert E. (1976), A Motivational Model 


of Information Processing Intensity, 3 (June), 21- 
30. 


A general theory of motivation, derived from Tolman and Atkinson 
and his associates, is applied to message processing. The model 
explains a person’s tendency to process a message and his resultant 
information processing intensity in terms of his need for infor- 
mation on the given topic, his expectancy that processing the mes- 
sage will lead to information relevant to the need, and his evaluation 
of the particular message as a source of information. 


BURNKRANT, Robert E. see Calder, Bobby J. (June 


1977). 


BURNS, Mary Jane see Gardial, Sarah Fisher et al. 


(March 1994), 


BURROUGHS, W. Jeffrey and Richard A. FEINBERG 


(1987), Using Response Latency to Assess Spokes- 
person Effectiveness, 14 (September), 295-299. 


A response latency methodology was developed and used to assess 
spokesperson effectiveness. Results indicate that when a product 
identification decision was primed by a correct spokesperson name, 
subjects were able to identify product names as such significantly 
faster than when the decision was unprimed or misprimed. Based 
on the results of the latency experiment, characteristics of successful 
spokespersons were identified using multiple regression. Theoretical 
and methodological implications of the response latency technique 
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BUYUKKURT, B. Kemal (1986), Integration of Serially 


Sampled Price Information: Modeling and Some 
Findings, 13 (December), 357-373. 


Focusing on the perceived value of an observed basket of items as 
the dependent variable, the article suggests several rival models of 
integrating serially sampled price information. Within this context, 
perceptual implications of different discount structures are noted. 
Also, a computer-controlled laboratory experiment is reported that 
attempts to provide guidance for subsequent studies that may 
compare the suggested models. The results suggest that (1) store- 
profile effects persist after exposure to price information, (2) pri- 
macy effects are statistically significant but not strong, and (3) a 
large number of noticeable discounts lead to a higher perceived 
value than a small number of extreme discounts. 


BYMERS, Gwen J. (1974), Commentary on Katona, 


“Psychology and Consumer Economics”, | (June), 
11 


C 


CACIOPPO, John T. see Petty, Richard E. et al. (Septem- 


ber 1983). 


CALDER, Bobby J. and Robert E. BURNKRANT 


(1977), Interpersonal Influence on Consumer Be- 
havior: An Attribution Theory Approach, 4 (June), 
29-38. 


Attribution theory is used to develop a new approach to interper- 
sonal influence. As a first step in investigating this approach, an 
experiment explores how people infer personal dispositions from 
observing a consumer’s behavior. The results illustrate the value 
of the attribution approach but suggest the need for extending 
existing attribution theory. 


CALDER, Bobby J. and Alice M. TYBOUT (1987), What 


Consumer Research Is, 14 (June), 136-140. 


CALDER, Bobby J., Lynn W. PHILLIPS, and Alice M. 


TYBOUT (1981), Designing Research for Applica- 
tion, 8 (September), 197-207. 


Two distinct types of generalizability are identified in consumer 
research. One entails the application of specific effects, whereas 
the other entails the application of general scientific theory. Effects 
application and theory application rest on different philosophical 
assumptions, and have different methodological implications. A 
failure to respect these differences has led to much confusion, re- 
garding issues such as the appropriateness of student subjects and 
laboratory settings. 


CALDER, Bobby J., Lynn W. PHILLIPS, and Alice M. 


TYBOUT (1982), The Concept of External Validity, 
9 (December), 240-244. 


Many researchers feel that external validity must be emphasized 
even in theoretical research. The argument for both a sophisticated 
and a common sense version of this contention is refuted in this 
paper. It is concluded that the very nature of progress in theoretical 
research argues against attempting to maximize external validity 
in the context of any single study. 


Comment: Lynch, 10 (June 1983), 109. 


are discussed. 
3 Rejoinder: Calder, Phillips, and Tybout, 10 (June 1983), 112. 
BURTON, Scot see Blair, Edward (September 1987). Comment on the Dialogue: McGrath and Brinberg, 10 (June 1983), 


BURTON, Scot see Lichtenstein, Donald R. et al. (De- 115. 
cember 1991). CALDER, Bobby J. see Sternthal, Brian et al. (June 1987). 


BUSATO-SCHACH, Jacqueline see Jacoby, Jacob et al. CAMARGO, Eduardo G. see Sherry, John F., Jr. (Sep- 
(March 1977). tember 1987). 





AUTHOR INDEX 


CAPON, Noel and Marian BURKE (1980), Individual, 
Product Class, and Task-Related Factors in Con- 
sumer Information Processing, 7 (December), 314- 
326. 


Several propositions concerning the effect of individual, product 
class, and task-related factors on information-acquisition strategies 
were formulated and tested. Marked differences were found for 
subjects at different socioeconomic levels. A new scheme for an- 
alyzing information-acquisition sequence data was developed and 
employed. 


CAPON, Noel and Deanna KUHN (1980), A Develop- 


mental Study of Consumer Information-Processing 
Strategies, 7 (December), 225-233. 


Subjects at four age levels (kindergarten, fourth grade, eighth grade, 
and college) made preference judgments for a set of consumer 
products varying on four dimensions. Though product preferences 
reflected independently assessed dimension ratings, subjects had 
preferences on more dimensions than they took into account in 
the product ratings. Not until late adolescence did subjects integrate 
their preferences on two or more dimensions. 


CAPON, Noel and Deanna KUHN (1982), Can Con- 
sumers Calculate Best Buys? 8 (March), 449-453. 

CAPON, Noel and Roger DAVIS (1984), Basic Cognitive 
Ability Measures as Predictors of Consumer Infor- 
mation Processing Strategies, 11 (June), 551-563. 


The performance of adult females on information acquisition tasks 
is shown to be related to their performance on information inte- 
gration tasks; both are shown to be related to basic measures of 
cognitive ability derived from forma! operations theory. 


CAPON, Noel see Bettman, James R. et al. (March 1975). 


CARLSON, John A. and Robert J. GIESEKE (1983), 
Price Search in a Product Market, 9 (March), 357- 
365. 


Regressions using panel data on grocery purchases show lower 
purchase costs are significantly associated with a larger number of 
stores visited per week. There is also evidence, but somewhat 
weaker, of diminishing gains from such search. An economic model 
of the determinants of search suggests that prices paid, quantities 
purchased, and number of store visits are interrelated, a view sup- 
ported by results of estimating a proposed simultaneous-equations 
model. 


CARLSON, Les and Sanford GROSSBART (1988), Pa- 
rental Style and Consumer Socialization of Children, 
15 (June), 77-94. 


Parents play a major role in children’s consumer socialization but 
little is known about differences in parents’ consumer socialization 
tendencies. In this article, we examine the thesis that these ten- 
dencies can be predicted from parents’ general socialization styles. 
Results indicate that mothers with alternative parental styles differ 
in communicating with children about consumption, number of 
consumer socialization goals, restricting and monitoring con- 
sumption and media exposure, and views on advertising. Contrary 
to expectations, mothers with differential styles do not differ in 
granting consumption autonomy to children. 


CARLSON, Les see Tripp, Carolyn et al. (March 1994). 


CARMONE, Frank J. see Green, Paul E. et al. (December 
1976). 


CARMONE, Frank J. see Green, Paul E. (March 1977). 


CARNEGIE-MELLON UNIVERSITY MARKETING 
SEMINAR (1978), Attitude Change or Attitude For- 
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mation? An Unanswered Question, Comments on 
“An Experimental Investigation. . .” by Richard J. 
Lutz, 4 (March), 271-276. 


CARROLL, J. Douglas see Green, Paul E. et al. (June 
1981). 


CELSI, Richard L. and Jerry C. OLSON (1988), The Role 
of Involvement in Attention and Comprehension 
Processes, 15 (September), 210-224. 


We present the results of a study designed to test several hypotheses 
concerning the effects of intrinsic and situational sources of personal 
relevance on felt involvement and on the amount of attention and 
comprehension effort, the focus of attention and comprehension 
processes, and the extent of cognitive elaboration during compre- 
hension. Felt involvement is a motivational state that affects the 
extent and focus of consumers’ attention and comprehension pro- 
cesses, and thus the specific meanings that are produced. The results 
of the study provide strong evidence that felt involvement plays a 
motivational role in consumers’ attention and comprehension 
processes. 


CELSI, Richard L., Randall L. ROSE, and Thomas W. 
LEIGH (1993), An Exploration of High-Risk Leisure 
Consumption through Skydiving, 20 (June), 1-23. 


A sociocultural approach is used to explore voluntary high-risk 
consumption. Specifically, we examine the dynamics of individuals’ 
motives, risk perceptions, and benefit/cost outcomes of partici- 
pation in increasingly popular high-risk leisure activities such as 
skydiving, climbing, and BASE jumping (parachuting from fixed 
objects). An ethnography of a skydiving subculture provides the 
primary empirical data. We propose an extended dramatic model 
that explains both macroenvironmental and inter- and intraper- 
sonal influences and motives for high-risk consumption. Key find- 
ings indicate (1) an evolution of motives that explains initial and 
continuing participation in high-risk activities and (2) a coinciding 
evolution of risk acculturation that leads to the normalization of 
risk. 


CHAIKEN, Shelly see Ratneshwar, S. (June 1991). 


CHAKRAVARTI, Dipankar see Biehal, Gabriel (June 
1983). 


CHAKRAVARTI, Dipankar see Biehal, Gabriel (March 
1982). 


CHAKRAVARTI, Dipankar see Biehal, Gabriel (March 
1986). 


CHAKRAVARTI, Dipankar see Dick, Alan et al. (June 
1990). 


CHAKRAVARTI, Dipankar see Lynch, John G., Jr. et 
al. (December 1991). 


CHANDON, Jean-Louis see Green, Robert T. et al. 
(March 1983). 


CHANDRASHEKARAN, Murali see Kardes, Frank R. 
et al. (June 1993). 


CHAO, Paul see Erickson, Gary M. et al. (September 
1984). 


CHAPMAN, Randail G. and Kristian S. PALDA (1983), 
Turnout in Rational Voting and Consumption Per- 
spectives: A Politometric Study of Ten Canadian 
Elections, 9 (March), 337-346. 


A single-equation econometric model of voting participation be- 
havior is developed within the context of rational voter and house- 
hold investment-consumption theories. The model is tested using 





aggregate electoral district-level data from 10 Canadian provincial 
elections and the 1970 Canadian census. The regression estimates 
show substantial consistency across the various elections which 
comprise this study’s data base. Despite considerable collinearity, 
education and income appear to be strongly related to voting turn- 
out in a manner which is consistent with the predictions of eco- 
nomic theory. 


CHATTOPADHYAY, Amitava and Joseph W. ALBA 
(1988), The Situational Importance of Recall and 
Inference in Consumer Decision Making, 15 (June), 
1-12. 


An experiment, which examines the relationship between cognition 
and attitude toward a product as a function of time and the presence 
of information about a competing product, is described. A scheme, 
which partitions cognitive responses into categories on the basis 
of their relative abstractness and, therefore, memorability, is pro- 
posed. Results show that the proposed scheme accounts for a sig- 
nificant amount of attitude variance and outperforms the traditional 
cognitive response scheme, especially after a delay. Results also 
show that, contrary to recent theory and research regarding the 
lack of correlation between attitude and recall, recall can be a pre- 
dictor of attitude given the proper context and a theoretically jus- 
tifiable recall measure. 


CHATTOPADHYAY, Amitava and Prakash NEDUN- 
GADI (1992), Does Attitude toward the Ad Endure? 
The Moderating Effects of Attention and Delay, 19 
(June), 26-33. 


Do the effects of attitude toward the ad on consumer decisions 
endure beyond the scenarios that characterize previous research? 
In examining this question, we focus on the persistence of ad- 
attitude effects as a function of the level of attention at encoding 
and the delay between ad exposure and response. The results of 
an experiment designed to test our hypotheses suggest that ad- 
attitude effects do not persist in a number of instances. Over time, 
as memory for an ad fades, its effects on ad attitude dissipate. As 
a result, the ad-attitude effects on brand attitude that are reported 
in past research disappear after a delay. In fact, in certain situations 
likable ads are shown to have a detrimental impact on brand at- 
titude. For instance, when it receives little attention, a highly af- 
fective ad (compared with a more neutral ad) may focus attention 
away from the brand claims and lead to a lower brand attitude 
after a delay. 


CHERLOW, Jay R. (1981), Measuring Values of Travel 
Time Savings, 7 (March), 360-371. 


Previous attempts to estimate values of travel-time savings from 
behavioral and nonbehavioral models are reviewed and analyzed. 
Various methods are compared and evaluated with respect to their 
usefulness in obtaining accurate estimates. Future research em- 
phasizing derivation of individual values is recommended. 


CHESTNUT, Robert W. see Holbrook, Morris B. et al. 
(September 1984). 


CHESTNUT, Robert W. see Jacoby, Jacob et al. (Sep- 
tember 1977). 


CHILDERS, Terry L. and Michael J. HOUSTON (1984), 
Conditions for a Picture-Superiority Effect on Con- 
sumer Memory, 11 (September), 643-654. 


Based on three explanations of imagery effects on memory, hy- 
potheses regarding the conditions under which pictorial ads are or 
are not remembered better than verbal-only ads are generated and 
tested. The memorability of brand names semantically related to 
product class was tested in pictorial versus verbal-only form under 
various conditions. The results indicate that picture superiority 
occurs in both immediate and delayed recall tasks when processing 
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is directed at appearance features. Verbal-only stimuli are recalled 
as well as pictures in immediate recall but become inferior once 
again in delayed recall, when processing is directed at the semantic 
content of the ads. 


CHILDERS, Terry L. and Akshay R. RAO (1992), The 
Influence of Familial and Peer-based Reference 
Groups on Consumer Decisions, 19 (September), 
198-211. 


A replication and extension of a study performed by Bearden and 
Etzel are reported in this article. The influence of peers on indi- 
viduals’ product and brand decisions for products that range in 
their degree of conspicuousness is examined for comparable samples 
in the United States and in Thailand to assess the validity of the 
original framework over time and across cultural contexts. Further, 
the influence of the family is addressed through an examination 
of intergenerational influences across the two cultures. The results 
of the study lend support to the original theoretical approach and 
also provide insight into how reference-group influence may vary 
depending on whether the influence is exercised by a member of 
a peer group or by a family member. 


CHILDERS, Terry L., Michael J. HOUSTON, and Susan 
E. HECKLER (1985), Measurement of Individual 
Differences in Visual Versus Verbal Information 
Processing, 12 (September), 125-134. 


The examination of individual differences in consumer information 
processing is an emerging area of research within both marketing 
and consumer behavior. In this article, we report on two studies 
that focus on ability versus preference for imaginal or visual pro- 
cessing. The first study assesses the psychometric properties of fre- 
quently used measures of imaginal processing ability and preference; 
the study’s results were somewhat supportive of the two ability 
measures but not supportive of the preference measure. The second 
study proposes and tests a new measure of processing preference— 
the Style of Processing (SOP) scale—which exhibits internal con- 
sistency as well as discriminant and criterion validity. 


CHILDERS, Terry L. see Heckler, Susan E. (March 1992). 


CHURCHILL, Gilbert A., Jr. and George P. MOSCHIS 
(1979), Television and Interpersonal Influences on 
Adolescent Consumer Learning, 6 (June), 23-35. 


A model of consumer socialization is developed and tested. The 
development of the model is guided by theoretical notions and 
empirical findings drawn from various disciplinary areas, and the 
model is tested using two-stage least squares. The empirical results 
presented contribute to the understanding of the influence of tele- 
vision, family and peers on adolescent consumer learning. 

CHURCHILL, Gilbert A., Jr. see Friedman, Margaret L. 
(March 1987). 


CHURCHILL, Gilbert A., Jr. see Peter, J. Paul et al. 
(March 1993). 


CLARKE, Yvonne and Geoffrey N. SOUTAR (1982), 
Consumer Acquisition Patterns for Durable Goods: 
Australian Evidence, 8 (March), 456-460. 


CLAXTON, John D., Joseph N. FRY, and Bernard 
PORTIS (1974), A Taxonomy of Prepurchase Infor- 
mation Gathering Patterns, 1 (December), 35-42. 


Numerical taxonomic analysis is used to classify furniture and 
appliance buyers in terms of their prepurchase search behavior. 
Distinctive buyer groups are identified portraying a diversity of 
approaches to the information gathering task. 


CLAXTON, John D., J. R. Brent RITCHIE, and Judy 
ZAICHKOWSKY (1980), The Nominal Group 
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Technique: Its Potential for Consumer Research, 7 
(December), 308-313. 


This article illustrates the adaptation and modification of the 
Nominal Group Technique from the field of organizational plan- 
ning for use in the study of consumer behavior. The method is 
compared to traditional group interviews and structured survey 
methods. 


CLAXTON, John D. see Anderson, C. Dennis (Septem- 
ber 1982). 


CLAXTON, John D. see Mcdougall, Gordon H. G. et al. 
(December 1981). 


CLAXTON, John D. see Ritchie, J. R. Brent et al. (De- 
cember 1981). 


CLEE, Mona A. and Robert A. WICKLUND (1980), 
Consumer Behavior and Psychological Reactance, 6 
(March), 389-405. 


A theory about psychological freedom is reviewed in terms of its 
broad applicability to consumer behavior. Promotional influence, 
manipulative advertisements, product unavailability, and govern- 
ment regulations are all cast as potentially freedom-threatening 
events, and a theory of psychological reactance details the con- 
sumer’s reply to reductions in freedom. 


CLEMONS, D. Scott see Gardial, Sarah Fisher et al. 
(March 1994). 


CLEMONS, D. Scott see Schumann, David W. et al. 
(September 1990). 


COHEN, Joel B. and Kunal BASU (1987), Alternative 
Models of Categorization: Toward a Contingent 
Processing Framework, 13 (March), 455-472. 


Widely different accounts of how people categorize new instances 
have been advanced in recent years. This article reviews these al- 
ternative formulations with a particular focus on the use of concrete 
category exemplars (from prior experience) as an alternative to 
category-defining rules and prototypes. It advances a contingent 
processing formulation that emphasizes the flexibility of the in- 
formation processing system in its response to important contextual 
factors, and describes empirical procedures useful in identifying 
categorization processes. 


COHEN, Joel B. (1989), An Over-Extended Self? 16 
(June), 125-128. 


COHEN, Joel B. see Miniard, Paul W. (September 1983). 


COLE, Catherine A. and Siva K. BALASUBRAMANIAN 
(1993), Age Differences in Consumers’ Search for In- 
formation: Public Policy Implications, 20 (June), 
157-169. 


We investigated whether consumers in their sixties (or older) can 
use nutritional information as accurately as younger consumers 
in a pair of studies, the first conducted in a supermarket setting, 
the second in a laboratory. Both studies indicate that, when shoppers 
are instructed to select a cereal according to specific nutritional 
criteria, elderly subjects are less likely than younger subjects to 
search intensely and to select an appropriate cereal. In the laboratory 
setting, however, the age-related differences diminished when sub- 
jects wrote down all the nutritional information acquired during 
their search. Age-related changes in information-processing ability 
may explain the findings. Implications for public policy are dis- 
cussed. 


COLE, Catherine A. see John, Deborah Roedder (De- 
cember 1986). 
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COLEMAN, Richard P. (1983), The Continuing Signif- 
icance of Social Class to Marketing, 10 (December), 
265-280. 


Social class is conceptually complicated, philosophically upsetting, 
and methodologically challenging, yet it continues to offer pro- 
vocative insights into consumption choices. The latest thinking 
from sociologists points to a basic continuity in the American status 
structure: fundamental differences among the classes in self-image, 
social horizons, and consumption goals continue despite changes 
in income distribution, the demographics of family composition, 
and life styles. The question of whether class or income is the 
better predictor of marketplace behavior should be rephrased: How 
does class affect use of income? 


CONEY, Kenneth A. see Swinyard, William R. (June 
1978). 


COON, Gregory S. see Belk, Russell W. (December 1993). 


COOPER, Lee G. and Masao NAKANISHI (1983), Stan- 
dardizing Variables in Multiplicative Choice Models, 
10 (June), 96-108. 


To use multiplicative competitive interaction (MCI) models as 
part of a theory of the evaluative process in choice, we need a 
method to transform interval scale consumer judgments into pos- 
itive, ratio scales. We develop a coefficient—zeta-squared—that 
possesses the needed scale requirements and other theoretically 
desirable properties, and report four research studies to demonstrate 
the diversity of applications of multiplicative choice models using 
zeta-squared. We also discuss the relations of MCI models to Luce 
choice models to illustrate the potential of zeta-squared for rep- 
resenting the effects of similarity on choice, and consider some of 
the benefits of standardizing variables in MCI models or multi- 
nominal logit models. 


COOPER, Lee G. (1987), Do We Need Critical Relativ- 
ism? Comments on “On Method in Consumer Re- 
search’’, 14 (June), 126-127. 


COOPER, Lee G. see Gupta, Sunil (December 1992). 
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CORFMAN, Kim P. and Donald R. LEHMANN (1987), 
Models of Cooperative Group Decision-Making and 
Relative Influence: An Experimental Investigation 
of Family Purchase Decisions, 14 (June), 1-13. 


A conceptual framework is developed that provides a description 
of group decision-making processes in conflict situations. Selected 
implications of this framework as it applies to family purchase 
tasks are tested using experimental data provided by couples making 
sequences of product choice decisions. Models tested include power- 
related resources and power use-related goals as determinants of 
relative influence. Results indicate that relative preference intensity 
and the outcomes of preceding joint decisions consistently made 
the strongest contributions to relative influence. 


CORFMAN, Kim P. and Donald R. LEHMANN (1993), 
The Importance of Others’ Welfare in Evaluating 
Bargaining Outcomes, 20 (June), 124-137. 


This research proposes that negotiators consider each other’s payoffs 
in their evaluation of potential settlements beyond the level nec- 
essary to maintain the bargaining relationship. We further hy- 
pothesize that the way in which negotiators weight their opponents’ 
payoffs, relative to their own, is a function of characteristics of the 
relationship and of the bargainers’ personalities. Specifically, we 
consider liking of the other party, payoff expectations, satisfaction 
with past settlements, the likelihood of future negotiations, ego- 
centricity, and power orientation. We demonstrate the impact of 





these factors on the satisfaction negotiators derive from profiting 
more and less than their opponents using data from an experiment 
in which subjects negotiate with computer-simulated opponents. 
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tion Patterns, 8 (March), 453-455. 


COSTLEY, Carolyn L. and Merrie BRUCKS (1992), Se- 
lective Recall and Information Use in Consumer 
Preferences, 18 (March), 464-474. 


This study investigated the relation between consumers’ memory 
and use of information in judging brand preferences. The authors 
used ads to test hypotheses about how pictorial and verbal presen- 
tations of previously encountered information and the content of 
subsequently encountered information affect recall and information 
use in shaping brand preferences. Even when subjects more easily 
recalled pictured attributes than verbally described attributes, this 
picture superiority effect did not influence memory-based prefer- 
ences. In contrast, externally available information for an alternative 
brand influenced both recall and preferences. The overall pattern 
of results suggests that enhancing recallability improves the like- 
lihood that consumers will use a piece of information to compare 
brands only if other information is unavailable or inadequate. 


COTE, Jane see Cote, Joseph A. et al. (December 1991). 


COTE, Joseph A. and M. Ronald BUCKLEY (1988), 
Measurement Error and Theory Testing in Consumer 
Research: An Illustration of the Importance of Con- 
struct Validation, 14 (March), 579-582. 


There have been numerous calls to improve measures of consumer 
behavior constructs, yet theoretical relationships are often evaluated 
in the absence of validity. This article presents an illustration of 
the impact of measurement error upon theory testing. We hope 
that this will highlight the need to improve construct measures 
that are used in consumer behavior research. 
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REILLY (1985), Effects of Unexpected Situations on 
Behavior-Intention Differences: A Garbology Anal- 
ysis, 12 (September), 188-194. 


This study explores the usefulness of unanticipated situational oc- 
currences for explaining the disparity between stated intention and 
actual behavior for 15 commonly consumed food and beverage 
products. Unlike previous research on unexpected situations, actual 
situational occurrences were monitored for effects on actual con- 
sumption (measured by garbage analysis and self-report). The re- 
sults show that behavior-intention inconsistency is partly attrib- 
utable to unexpected situations. 


COTE, Joseph A., Siew Meng LEONG, and Jane COTE 
(1991), Assessing the Influence of Journal of Con- 
sumer Research: A Citation Analysis, 18 (December), 
402-410. 


This article employs citation analysis to investigate empirically the 
influence of the Journal of Consumer Research (JCR) on the social 
science literature. Some 7,166 citations from the Social Science 
Citation Index (1974-1989) were made to 537 articles published 
in JCR between 1974 and 1986. The results show that most research 
appearing in JCR is used and that research in the journal has an 
influence on other disciplines. Consumer research, marketing, and 
psychology were the largest users of JCR. Empirical articles have 
the single largest influence on the literature, although review and 
theory articles have a disproportionate influence. 


COURSEY, Don L. (1985), A Normative Model of Be- 
havior Based Upon an Activity Hierarchy, 12 (June), 
64-73. 


This paper integrates the psychological framework of a preference 
hierarchy with the economic framework used to analyze the al- 
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location of time and commodities. Residual income available to 
an activity is found to be the primary determinant of the level of 
an activity’s time and commodity demands and the most important 
variable affecting marginal consumption of new commodities. 
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1984). 
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COX, Anthony D. see Cox, Dena et al. (September 1990). 
COX, Anthony D. see Kellaris, James J. (June 1989). 


COX, Dena, Anthony D. COX, and George P. MOSCHIS 
(1990), When Consumer Behavior Goes Bad: An In- 
vestigation of Adolescent Shoplifting, 17 (Septem- 
ber), 149-159. 


Shoplifting is a troubling and widespread aspect of consumer be- 
havior, particularly among adolescents, yet it has attracted little 
attention from consumer researchers. This article reports and in- 
terprets findings on the pervasiveness of shoplifting among ado- 
lescents, the characteristics that distinguish adolescent shoplifters 
from their nonshoplifting peers, and adolescents’ views regarding 
the reasons for this behavior. Our findings contradict some popular 
stereotypes concerning the typical shoplifter and suggest some re- 
thinking about adolescents’ reasons for shoplifting. 


COX, Dena S. and Anthony D. COX (1988), What Does 
Familiarity Breed? Complexity as a Moderator of 
Repetition Effects in Advertisement Evaluation, 15 
(June), 111-116. 


This article examines how consumers’ attitudes toward advertise- 
ments are affected by their previous exposure to them. The results 
of our experiment suggest that the effects of exposure on ad attitudes 
may be moderated by the complexity of the advertisement: eval- 
uations of complex ads become more positive with exposure, while 
those of simple ads do not. This finding may help explain why 
previous studies of ad exposure effects have yielded mixed results. 
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bates to Dealers? 7 (September), 211-214. 
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sessing Communication Effects on Energy Conser- 
vation, 5 (September), 82-88. 


This article presents the results of a field experiment on alternative 
ways of prompting energy conservation behavior. The source of 
the communication was found to influence the number of requests 
for energy conservation information and the actual consumption 
of electricity. Repetition of the communication had no effect on 
either. 


CRAIG, C. Samuel see Sternthal, Brian (December 1974). 
CREYER, Elizabeth H. see Ross, William T., Jr. (June 
1992). 


CREYER, Elizabeth H. see Ross, William T., Jr. (Sep- 
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Effects of Consumer Information and Education on 
Cognition and Choice, 8 (June), 43-56. 


Experimental results showed that education can increase the num- 
ber of salient dimensions. However, the importance of key di- 
mensions appeared unaffected by education. Information was found 
to influence product performance expectations and preferences, 
although sex role differences may exist. 


CROSBY, Lawrence A. and James R. TAYLOR (1983), 
Psychological Commitment and Its Effects on Post- 
Decision Evaluation and Preference Stability Among 
Voters, 9 (March), 413-431. 


High psychological commitment to a vote decision produces halo 
effects in the subsequent evaluation of election outcomes and is 
associated with greater preference stability. Among low commit- 
ment voters, preferences are more unstable and subject to less cog- 
nitive mediation. Social motivation moderates the influence of 
social versus personal outcomes in post-decision evaluation for 
high but not for low commitment voters. 


CROWLEY, Ayn E. and Wayne D. HOYER (1994), An 
Integrative Framework for Understanding Two-sided 
Persuasion, 20 (March), 561-574. 


This article develops a framework that encompasses past two-sided 
persuasion research and incorporates additional theory and research 
on optimal arousal and attitude toward the ad to provide expla- 
nations for inconsistencies in previous findings. In particular, ex- 
planations are provided for the following: (1) when credibility gains 
will be enhanced, (2) when refutation is needed, (3) how the message 
should be structured (in terms of amount and placement of negative 
information), and (4) what types of attributes should be discounted 
(in terms of importance, type, and correlation with other attributes). 
In addition, directions for future research are discussed. 


CUNNINGHAM, Isabella C. M. see Green, Robert T. et 
al. (March 1983). 


CURRIM, Imran S., Charles B. WEINBERG, and Dick 
R. WITTINK (1981), Design of Subscription Pro- 
grams for a Performing Arts Series, 8 (June), 67-75. 


Conjoint analysis is used to determine the impact of factors such 
as renown of performers, seating priority, season discount, and 
driving time on the demand for subscription series to performing 
arts events. Checks to assess the consistency of the data are devel- 
oped and implemented. The results suggest that commonly com- 
puted derived-attribute importance weights need to be adjusted by 
the number of levels, if rank order preference data are collected. 


CURRY, David J. and Michael B. MENASCO (1979), 
Some Effects of Differing Information Processing 
Strategies on Husband-Wife Joint Decisions, 6 (Sep- 
tember), 192-203. 


For high-priced durable products, a husband arid wife must select 
one multiattribute brand from a class of such brands. This paper 
examines the effects of different information processing strategies 
on prechoice agreement about brand utilities and postchoice utility 
loss for each spouse as a result of their joint decision. 


CURRY, David J. and Michael B. MENASCO (1983), 
On the Separability of Weights and Brand Values: 
Issues and Empirical Results, 10 (June), 83-95. 


A central issue in research on multiattribute decision structures is 
the relationship between attribute weights and variation in brand 
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scores. Conventional wisdom postulates that, as the variation or 
range of levels on an attribute increases, so will the relative weight 
the attribute receives in decisions. The results presented in this 
research do not confirm the conventional wisdom. In particular, 
subjects were capable of cognitively standardizing scores on each 
attribute so that judged utilities reflected an attribute’s psychological 
importance, not the statistical variation in its scores. This result 
and those reported for several other tests appear to be promising 
for efforts that emphasize structural applications of multiattribute 
models for marketing communications strategy. 


CURRY, David J. and David J. FAULDS (1986), Index- 
ing Product Quality: Issues, Theory, and Results, 13 
(June), 134-145. 


CURRY, David J. see Menasco, Michael B. (June 1989). 


CURTIS, W. W. see Mittelstaedt, R. A. et al. (September 
1976). 
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DANES, Jeffrey E. and John E. HUNTER (1980), De- 
signing Persuasive Communication Campaigns: A 
Multimessage Communication Model, 7 (June), 67- 
FE. 


This paper presents a multimessage communication model de- 
signed for selecting messages that show the greatest promise of 
changing purchase intentions in a desired direction. An illustrative 
application is given. 


DANKO, William D. see Schaninger, Charles M. (March 
1993). 


DARDEN, William R. and William D. PERRAULT, Jr. 
(1975), A Multivariate Analysis of Media Exposure 
and Vacation Behavior with Life Style Covariates, 2 
(September), 93-103. 


Two different multivariate analysis of variance (MANOVA) models 
are used to examine the relationship between selected media ex- 
posure groups and market behaviors. The dependent vector variable 
in the first model is vacation behaviors which is adjusted for co- 
variance with interest-specific AIO measures in the second model. 


DARDEN, William R. see Babin, Barry J. et al. (March 
1994). 


DARDIS, Rachel see Soberon-Ferrer, Horacio (March 
1991). 


DARLEY, William K. and Jeen-Su LIM (1993), Assessing 
Demand Artifacts in Consumer Research: an Alter- 
native Perspective, 20 (December), 489-495. 


In a recent insightful article on demand artifacts in consumer re- 
search, T. A. Shimp, E. M. Hyatt, and D. J. Snyder, using a 1989 
article by J. J. Kellaris and A. D. Cox as backdrop, provided an 
appraisal of demand artifacts. In this article, we critically evaluate 
some of the assumptions and conclusions of Shimp et al.’s analysis 
of the extent to which demand artifacts might explain the 1982 
results of G. J. Gorn as analyzed by Kellaris and Cox. In addition, 
we offer some useful suggestions for minimizing demand problems. 


DAVIS, Harry L. and Benny P. RIGAUX (1974), Per- 


ception of Marital Roles in Decision Processes, | 
(June), 51-62. 


Influence exerted by husbands and wives at different stages in the 
decision process was examined for 25 economic decisions in a 
convenience sample of Belgian households in which both spouses 





were questioned. The analysis considers changes in marital roles 
throughout decision-making and extent of role consensus within 
families. Implications are discussed in relation to communication 
strategies as well as for research on household economic behavior. 


DAVIS, Harry L. (1976), Decision Making within the 
Household, 2 (March), 241-260. 


Existing research on household decision making is reviewed in 
terms of three questions: (1) Which family members are involved 
in economic decisions? (2) What is the nature of family decision 
processes? and (3) Are decision outcomes affected by differences 
in family role structure and decision strategies? Problem areas re- 
lated to each of these questions are discussed, including an over- 
emphasis on decision roles rather than processes and outcomes, 
noncomparable and insufficient measures of purchase influence, 
and marketing’s preference for individual-based models of con- 
sumer behavior. 


DAVIS, Harry L., Stephen J. HOCH, and E. K. Easton 
RAGSDALE (1986), An Anchoring and Adjustment 
Model of Spousal Predictions, 13 (June), 25-37. 


How do we predict the preferences of other people? This article 
proposes an anchoring and adjustment process where we anchor 
on our own preferences and attempt to adjust for ways in which 
we are likely to differ from others. In five experiments, 220 husbands 
and wives predicted the preferences of their spouses for 20 new 
product concepts. Both husbands and wives anchored heavily on 
their own preferences. Moreover, they consistently adjusted for 
beliefs about the relative influence that their spouses would wield 
on the purchase decision for each of the concepts. On average, 
people were not very accurate in predicting spousal preferences. 
Almost half of the people would have been more accurate by simply 
reporting their own preferences. Most of the subjects had difficulty 
isolating systematic adjustment factors that were more diagnostic 
of spousal preferences than their own preferences. 


DAVIS, Harry L. see Frenzen, Jonathan K. (June 1990). 
DAVIS, Roger see Capon, Noel (June 1984). 


DAWSON, Scott see Richins, Marsha L. (December 
1992). 


DAY, George S. and William K. BRANDT (1974), Con- 
sumer Research and the Evaluation of Information 
Disclosure Requirements: The Case of Truth in 
Lending, | (June), 21-32. 


This article evaluates the impact of Truth in Lending (TIL) dis- 
closures on consumer search and credit usage behavior, and how 
the effects vary by market segment. Consumer behavior concepts 
were used to guide the development of a comprehensive model of 
the consumer credit decision process, which specified the inter- 
vening effects of TIL and the situational constraints which tended 
to limit the use of TIL information. 


DEIGHTON, John (1984), The Interaction of Advertising 
and Evidence, 11 (December), 763-770. 


Recent advertising research appears to neglect the role of evidence 
in persuasion. From work on confirmatory bias in the field of 
behavioral decision theory, this paper argues for an interaction 
between advertising and evidence on evaluations, and finds ex- 
perimental support for the interaction. Implications are drawn for 
advertising testing and for hierarchy models of advertising effects. 


DEIGHTON, John (1992), The Consumption of Perfor- 
mance, 19 (December), 362-372. 


This article develops a vocabulary to describe the management of 
performance and the nature of consumer judgments of staged per- 
formance quality. It distinguishes three kinds of performance— 
contractual, enacted, and dramatistic. While all marketing actions 
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are by nature dramatistic, this article explores how marketing can 
obscure the traces of dramatism by reframing the performance as 
contractual or enacted. Alternatively, marketing may seek to em- 
phasize a performance’s dramatistic character, selecting among skill, 
show, thrill, or festive frames. I apply this framework to examine 
the issue of the quality of performances. 


DEIGHTON, John, Daniel ROMER, and Josh 


MCQUEEN (1989), Using Drama to Persuade, 16 
(December), 335-343. 


Television ads can be classified as either arguments or dramas or 
hybrids of these forms. We claim that form dimension influences 
how ads are processed. An argument backs its claims with appeals 
to objectivity and is processed evaluatively. A drama appeals more 
to subjective criteria and is processed empathically. A study is re- 
ported in which 40 television commercials were classified on a 
dramatization scale. They were shown to 1,215 people, and mea- 
sures of evaluative and emphathic processing were taken. The 
measures were found to be weighted differently for arguments and 
dramas, supporting the contention that form influences processing. 


DEKLEVA, Christine see Sujan, Mita (December 1987). 
DEMIRDIIAN, Z. S. (1983), Sales Effectiveness of Com- 


parative Advertising: An Experimental Field Inves- 
tigation, 10 (December), 362-364. 


Unlike previous studies that have measured comparative advertising 
effectiveness through such hypothetical constructs as beliefs, atti- 
tudes, and intentions, this experiment extends research by exam- 
ining the impact of comparative advertising on purchase behavior. 
Results contradict the findings of previous research and show that 
comparative advertising outweighs its noncomparative counterpart 
in sales effectiveness. 


DEMOSS, Michelle see Mick, David Glen (December 


1990). 


DENISON, Daniel R. and Claes FORNELL (1990), 


Modeling Distance Structures in Consumer Re- 
search: Scale Versus Order in Validity Assessment, 
16 (March), 479-489. 


Confirmatory multidimensional scaling (CMDS) is presented as a 
spatial technique for structural modeling based on ordinal as- 
sumptions, and as an alternative to metric techniques such as LIS- 
REL. The article links both techniques to the multitrait-multi- 
method matrix and presents a system for deriving measures of 
symmetric construct relationships, measurement error, and good- 
ness of fit. Examples show that CMDS and LISREL often give 
comparable results, but that LISREL is sensitive to the magnitude 
of correlations whereas CMDS is sensitive only to their order. The 
trade-offs involved in assumptions, results, and interpretations with 
these methods are highlighted in the conclusion. 


DERRICK, Frederick W. and Alane K. LEHFELD 


(1980), The Family Life Cycle: An Alternate Ap- 
proach, 7 (September), 214-217. 


DESARBO, Wayne S. and Geert DE SOETE (1984), On 


the Use of Hierarchical Clustering for the Analysis 
of Nonsymmetric Proximities, 11 (June), 601-610. 


Rao and Sabavala (1981) recently proposed a hierarchical clustering 
methodology applied to normalized brand switching matrices to 
assess competitive market structure. We introduce a recently de- 
veloped clustering method that appears to be more suited to the 
analysis of such nonsymmetric data, and describe an application 
and comparison of the various approaches. 


DESARBO, Wayne S. see Burke, Raymond R. et al. 


(March 1988). 
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DESHPANDE, Rohit, Wayne D. HOYER, and Naveen 
DONTHU (1986), The Intensity of Ethnic Affilia- 
tion: A Study of the Sociology of Hispanic Con- 
sumption, 13 (September), 214-220. 


Although there has been little recent work dealing with the sociology 
of consumption, what exists has assumed that there is a general 
homogeneity within subcultures—i.e., that consumers within a 
particular subculture exhibit similar consumption patterns. This 
article examines one subculture (Hispanic consumers) and uses 
recent developments in sociology and anthropology to show that 
most work on the Hispanic market has overlooked certain major 
ethnic identification differences between groups of Hispanics. Im- 
plications of these differences for future research and theory on 
consumer subcultures are developed based on an empirical study 
comparing Hispanic and Anglo Americans. 


DESHPANDE, Rohit see Stayman, Douglas M. (Decem- 
ber 1989). 


DE SOETE, Geert see Desarbo, Wayne S. (June 1984). 


DEUTSCHER, Terry see Ryans, Adrian B. (December 
1975). 


DEVERE, S. P. see Mittelstaedt, R. A. et al. (September 
1976). 


DEVITA, Michael T. see Green, Paul E. (December 
1974). 


DEVITA, Michael T. see Green, Paul E. (September 
1975). 


DHOLAKIA, Ruby Roy and Brian STERNTHAL 
(1977), Highly Credible Sources: Persuasive Facili- 
tators or Persuasive Liabilities? 3 (March), 223-232. 


A low credibility source induced a more positive attitude toward 
his advocacy than did a highly credible source when message re- 
cipients’ own behavior served as a cue for determining their atti- 
tudes. In contrast, when the behavioral cue was absent, a highly 
credible source did not have an adverse effect on individuals’ at- 
titudes or behavior. These findings are interpreted in terms of self- 
perception theory and cognitive response analysis. 

Comment: Stanley, 5 (June 1978), 66. 

Rejoinder: Sternthal and Dholakia, 5 (June 1978), 67. 


DHOLAKIA, Ruby Roy see Sternthal, Brian (June 1978). 

DHOLAKIA, Ruby Roy see Sternthal, Brian et al. (March 
1978). 

DIAMOND, William D. (1988), The Effect of Probability 
and Consequence Levels on the Focus of Consumer 


Judgments in Risky Situations, 15 (September), 280- 
283. 


Consumer information processing is examined in two types of risky 
purchase situations: High-Probability/Low-Consequences situa- 
tions are similar to purchases of new grocery products and Low- 
Probability/High-Consequences situations are similar to purchases 
of airline tickets. Prospect theory is drawn upon to hypothesize 
that probabilities will be more important to consumers in HPLC 
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situations and that consequences will be more important to them 
in LPHC situations. Experimental data confirm this hypothesis. 
Protocol data indicate that people judging LPHC situations process 
information differently than described by prospect theory. Potential 
implications for warranties and related communications are dis- 
cussed. 


DICK, Alan, Dipankar CHAKRAVARTI, and Gabriel 
BIEHAL (1990), Memory-Based Inferences During 
Consumer Choice, 17 (June), 82-93. 


This study explores consumers’ inference strategies in a mixed 
choice task involving memory, external information, and missing 
information on attribute values for some brands. Accessibility of 
relevant information was manipulated, and both instructed and 
uninstructed or natural inferences were studied. Instructed infer- 
ences by low accessibility subjects conformed more with prior 
overall evaluations of the brands, displaying evaluative consistency. 
Instructed inferences by high accessibility subjects tended to follow 
a correlational rule linking missing information to other attribute 
information in memory, displaying probabilistic consistency. 
Choices conformed to inferences, and both were more variaDle 
when inferences were uninstructed. 


DICKERSON, Mary Dee and James W. GENTRY 
(1983), Characteristics of Adopters and Non-Adop- 
ters of Home Computers, 10 (September), 225-235. 


Adopters and non-adopters of home computers were contrasted 
in terms of their demographics, psychographics, and experiences 
with technical consumer products. Experiences with other com- 
puter-related products and services were found to play a major 
role in movement toward purchase of a home computer. Further, 
the profile of the adopter appears to be consistent with that of a 
particular type of creative consumer. 

DICKINSON, Roger (1982), Search Behavior: A Note, 9 
(June), 115-116. 


This paper reports on research that replicates and extends the pre- 
vious Guttman scaling studies. The Guttman-scaled priorities are 
compared to average years of ownership for 12 appliances. Some 
limitations of the technique are revealed, and the role of a new 
innovation that disturbs an otherwise stable acquisition priority is 
discussed. 

DICKSON, Peter R. and Paul W. MINIARD (1978), A 
Further Examination of Two Laboratory Tests of the 
Extended Fishbein Attitude Model, Comment on 
“An Experimental Investigation. . . ,” by Richard 
Lutz, 4 (March), 261-266. 


DICKSON, Peter R. (1982), The Impact of Enriching 
Case and Statistical Information on Consumer Judg- 
ments, 8 (March), 398-406. 


The results of this experiment suggest that expectancy judgments 
can be influenced differently by product-information presentation 
in case-history or summarized form. Enriching information with 
detail or priming the subjects did not produce the expected hy- 
pothesized effects, and an intriguing inconsistency between the 
subjects’ recalled facts and judgments was observed. 

DICKSON, Peter R., Robert F. LUSCH, and William L. 
WILKIE (1983), Consumer Acquisition Priorities for 
Home Appliances: A Replication and Re-evaluation, 
9 (March), 432-434. 


DICKSON, Peter R. see Miniard, Paul W. et al. (June 
1991). 


DICKSON, Peter R. see Urbany, Joel E. (June 1991). 


DICKSON, Peter R. see Urbany, Joel E. et al. (September 
1989). 
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DIDOW, Nicholas M., Jr., William D. PERREAULT, 
Jr., and Nicholas C. WILLIAMSON (1983), A Cross- 
Sectional Optimal Scaling Analysis of the Index of 
Consumer Sentiment, 10 (December), 339-347. 


This article reports empirical investigations of the measurement 
assumptions implicit in the Index of Consumer Sentiment (ICS). 
The ICS has been used in much of the past research that attempts 
to incorporate concepts of consumer psychology within frameworks 
of economic theory. The research employs a new numerical analysis 
model, known as alternating least-squares optimal scaling, to gen- 
erate insights into this historically important indicator of consumer 
economic attitudes. The results of the present analysis, based on 
two national consumer surveys, raise new concerns about the pro- 
cedures commonly used for the measurement and reporting of 
consumer sentiment. The procedures used provide insight con- 
cerning construction of composite variables from a set of categorical 
(or mixed-metric) questionnaire items, as well as a way of analyzing 
“don’t know” responses to questionnaire items. 


DIKEMAN, Neil J. see Kasulis, Jack J. et al. (December 
1981). 


DILLON, William R., Thomas J. MADDEN, and Na- 
rendra MULANI (1983), Scaling Models for Cate- 
gorical Variables: An Application of Latent Structure 
Models, 10 (September), 209-224. 


We demonstrate how latent structure analysis can be used to model 
rating scaie data that have ordered categories, and propose a mod- 
ification of the basic latent structure approach to analyze response 
errors in the context of a traditional multitrait-multimethod matrix. 
The extended approach provides the researcher with the ability to 
(1) use formal test statistics to select a response error model, (2) 
assess the effects due to traits versus methods, and (3) examine 
and test a wide array of plausible measurement error hypotheses. 


DILLON, William R., Donald G. FREDERICK, and 
Vanchai TANGPANICHDEE (1985), Decision Is- 
sues in Building Perceptual Product Spaces with 
Multi-Attribute Rating Data, 12 (June), 47-63. 


This paper considers decisions that face consumer researchers as 
they implement a perceptual product space analysis based on multi- 
attribute rating data. Decisions that affect the structure of the de- 
rived perceptual product space solution can be grouped into six 
major categories relating to issues of (1) data input, (2) mode, (3) 
preprocessing transformation, (4) choice/preference modeling, (5) 
technique, and (6) solution. The major difficulties of each decision 
area are explicated, and specific recommendations are provided 
whenever possible. 


DILLON, William R., Narendra MULANI, and Donald 
G. FREDERICK (1989), On the Use of Component 
Scores in the Presence of Group Structure, 16 (June), 
106-112. 


Examination of the properties of component scores in the presence 
of group structure shows that the first few components extracted, 
typically viewed as most informative regarding total variance, do 
not necessarily contain the most information across group differ- 
ences. A method for identifying informative components that ac- 
count for across group differences is presented and illustrated. 
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DOBSON, Ricardo de P. see Reibstein, David J. et al. 
(March 1980). 


DOERING, Paul L. see Lambert, Zarrel V. et al. (June 
1980). 


JOURNAL OF CONSUMER RESEARCH 


DONTHU, Naveen see Deshpande, Rohit et al. (Septem- 
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sons and Consumer Stereotypes: A Case Study of 
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DOVER, Philip A. see Olson, Jerry C. et al. (December 
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DOWLING, Grahame R. see Midgley, David F. (March 
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DOWLING, Grahame R. see Midgley, David F. (March 
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DREW, James H. see Bolton, Ruth N. (March 1991). 
DRISCOLL, Amy see Belk, Russell et al. (March 1984). 


DUBE-RIOUX, Laurette see Schmitt, Bernd H. et al. 
(June 1988). 


DUNSING, Marilyn M. see Hafstrom, Jeanne L. (De- 
cember 1978). 


DUNSING, Marilyn M. see Schram, Vicki R. (March 
1981). 

DURVASULA, Srinivas, J. Craig ANDREWS, Steven 
LYSONSKI, and Richard G. NETEMEYER (1993), 
Assessing the Cross-national Applicability of Con- 
sumer Behavior Models: A Model of Attitude toward 
Advertising in General, 19 (March), 626-636. 


Examining the cross-national applicability of consumer behavior 
constructs and models is becoming increasingly more important. 
In this study, procedures for testing the cross-national applicability 
of models are illustrated. Specifically, the authors specify a model 
of attitude toward advertising in general and test its cross-national 
applicability with data from the United States, New Zealand, Den- 
mark, Greece, and India. The results suggest that the relationships 
proposed in the model are applicable and similar in strength across 
the five countries. 


DWYER, F. Robert (1984), Are Two Better than One? 
Bargaining Behavior and Outcomes in an Asym- 
metrical Power Relationship, 11 (September), 680- 
693. 


Many consumer transactions are characterized by bargaining be- 
tween parties holding unequal power positions. The group polar- 
ization hypothesis suggests that the effects of group size will differ 
for high- and low-power bargainers. Accordingly, power position 
and size of bargaining unit (one, two) were manipulated in a threat- 
vulnerable 2 X 2 game. Factor effects on economic performance, 
communication style, and post-bargaining attitudes were examined 
at the unit and system levels. Supporting the group polarization 
hypothesis, two-person groups tend to magnify the power manip- 
ulation—i.e., group size interacts with power position on post- 
bargaining attitudes and system performance. 


DYER, Robert F. see Shimp, Terence A. (June 1979). 


DYER, Robert F. see Shimp, Terence A. et al. (June 
1976). 


E 
EARL, Peter E. see Brooks, Michael A. (December 1987). 
EDELL, Julie A. and Richard STAELIN (1983), The In- 
formation Processing of Pictures in Print Advertise- 
ments, 10 (June), 45-61. 
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This study postulates that the presence of a dominant picture in 
a print ad can alter a consumer’s cognitive activity while viewing 
the ad. Using the findings of previous research, we develop a model 
of the process by which a viewer evaluates, encodes, and stores 
information found in the ad. This model is tested in a laboratory 
setting. The results clearly indicate that the way a message is con- 
veyed (pictorially or verbally), whether the viewer is given some 
reference point for encoding the picture (framed or not framed), 
and the type of claim made (objective, subjective, or characteriza- 
tion) have a significant effect on the processing of the information 
presented in the advertisements. These differences in processing 
are also shown to affect the viewer’s brand attitudes and purchase 
intentions. 


EDELL, Julie A. and Marian Chapman BURKE (1987), 
The Power of Feelings in Understanding Advertising 
Effects, 14 (December), 421-433. 


This research investigates the role of feelings in understanding ad- 
vertising effects. We conducted two studies to examine (1) whether 
feelings occur as a result of viewing television commercials, (2) the 
relative importance of feelings and judgments of the ad’s charac- 
teristics on several advertising outcomes, and (3) the variation in 
the importance of feelings given different ad characteristics. We 
found that (1) negative and positive feelings co-occur; (2) both are 
important predictors of the ad’s effectiveness; (3) feelings contribute 
uniquely to attitude toward the ad, beliefs about the brand’s at- 
tributes, and attitude toward the brand; and (4) the relative im- 
portance of feelings and judgments of the ad’s characteristics varies 
based on the extent to which the ad is transformational and in- 
formational. 


EDELL, Julie A. see Burke, Marian C. (June 1986). 


EHRENBERG, Andrew S. C. see Barwise, T. Patrick 
(June 1987). 


EKSTROM, Karin M. see Foxman, Ellen R. et al. (March 
1989). 


ELLEN, Pam Scholder see Bone, Paula Fitzgerald (June 
1992). 


ELMORE-YALCH, Rebecca see Yalch, Richard F. (June 
1984). 


ENGLE, Randall W. see Shimp, Terence A. et al. (June 
1991). 


ENGLE, Randall W. see Stuart, Elnora W. et al. (Decem- 
ber 1987). 


ENGLEDOW, Jack L. see Acito, Franklin et al. (Septem- 
ber 1980). 


ENGLEDOW, Jack see Anderson, Ronald D. (March 
1977). 


ERICKSON, Gary M. and Johny K. JOHANSSON 
(1985), The Role of Price in Multi-Attribute Product 
Evaluations, 12 (September), 195-199. 


The potentially multifaceted role of price in product evaluations 
is investigated with an empirical analysis of surveyed beliefs, at- 
titudes, and intentions regarding automobile brands. It is found 
that price beliefs both influence and are influenced by beliefs about 
a brand’s quality, thereby contributing to the attribution definition 
process. However, price is not a significant determinant of overall 
attitude. It is also found that price becomes a negative factor when 
behavioral intentions are involved, lending support to an economic 
interpretation of price. 


ERICKSON, Gary M., Johny K. JOHANSSON, and Paul 
CHAO (1984), Image Variables in Multi-Attribute 
Product Evaluations: Country-of-Origin Effects, 11 
(September), 694-699. 
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An empirical investigation is conducted to determine the effects 
of image variables on beliefs and attitudes in the multi-attribute 
model framework. Simultaneous equation regression is used to 
estimate a model linking a particular type of image variable, country 
of origin, to attitudes and beliefs obtained through a survey of 
evaluations of automobile alternatives. The results indicate that 
country of origin affects beliefs but not attitudes. 


ETGAR, Michael and Naresh K. MALHOTRA (1981), 
Determinants of Price Dependency: Personal and 
Perceptual Factors, 8 (September), 217-222. 


Using a conjoint measurement approach to elicit partworths of 
five different quality cues (including price), this study shows that 
reliance on price for product/brand quality varies across subgroups. 
It was found that extent of cue utilization depends on an individual’s 
perception of the product quality concept. Price was used primarily 
to assist in predicting the economic performance of a product/ 
brand. 


ETGAR, Michael and Stephen A. GOODWIN (1982), 
One-Sided versus Two-Sided Comparative Message 


Appeals for New Brand Introductions, 8 (March), 
460-464. 


ETZEL, Michael J. see Bearden, William O. (September 
1982). 
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FABER, Ronald J. and Thomas C. O’GUINN (1992), A 
Clinical Screener for Compulsive Buying, 19 (De- 
cember), 459-469. 


Advancements in understanding problematic behaviors require the 
ability to identify affected or at-risk individuals. This article reports 
the development of a scale to identify compulsive buyers. Seven 
items representing specific behaviors, motivations, and feelings as- 
sociated with buying significantly contributed to correctly classifying 
approximately 88 percent of the subjects. Evidence indicates this 
screening scale is unidimensional and possesses good reliability. 
Validity is demonstrated by comparing members of a general con- 
sumer sample who are identified as compulsive buyers by the 
screener with self-identified compulsive buyers and noncompulsive 
consumers on several established correlates and outcomes of com- 
pulsive buying. Evidence of external validity using a separate sample 
is also presented. 


FABER, Ronald J. see O’Guinn, Thomas C. (September 
1989). 


FAISON, Edmond W. J. (1977), The Neglected Variety 
Drive: A Useful Concept for Consumer Behavior, 4 
(December), 172-175. 


Comment: Rogers, 6 (June 1979), 88. 


FARLEY, John U. and Donald R. LEHMANN (1982), 
Parameter Stability and “Carry-Over Effects” in a 
Consumer Decision-Process Model, 8 (March), 465- 
471. 


FARLEY, John U., Jerrold KATZ, and Donald R. LEH- 
MANN (1978), Impact of Different Comparison Sets 
on Evaluation of a New Subcompact Car Brand, 5 
(September), 138-142. 


To reduce the burden on subjects, a five-wave national telephone 
panel used to track the introduction of a new brand of subcompact 
automobile evaluated a different subset of competing brands. 





MANOVA revealed significant differences in the evaluation of both 
the new brand and an established brand. 


FARLEY, John U. see Lehmann, Donald R. et al. (De- 
cember 1974). 


FARLEY, John U. see Tan, Chin Tiong (March 1987). 
FAULDS, David J. see Curry, David J. (June 1986). 


FAZIO, Russell H., Martha C. POWELL, and Carol J. 
WILLIAMS (1989), The Role of Attitude Accessi- 
bility in the Attitude-to-Behavior Process, 16 (De- 
cember), 280-288. 


Attitudes toward a number of products and the accessibility of 
those attitudes as indicated by the latency of response to an atti- 
tudinal inquiry were assessed. Subjects with highly accessible at- 
titudes toward a given product displayed greater attitude-behavior 
correspondence than did those with relatively less accessible atti- 
tudes. Furthermore, subjects with less accessible attitudes displayed 
more sensitivity to the salience afforded a product by its position 
in the front row, as opposed to the back row, than did subjects 
with more accessible attitudes. The implications of these data for 
a model of the process by which attitudes guide behavior are dis- 
cussed. 


FEINBERG, Richard A. (1986), Credit Cards as Spending 
Facilitating Stimuli: A Conditioning Interpretation, 
13 (December), 348-356. 


Four experiments and one study were conducted to test the hy- 
pothesis that stimuli associated with spending can elicit spending 
responses. In all experiments, credit card stimuli were either present 
or absent in situations in which subjects were given an opportunity 
to spend. Credit card stimuli directed spending such that the prob- 
ability, speed, or magnitude of spending was enhanced in the pres- 
ence of credit card cues. A conditioning explanation was used to 
interpret the results. 


FEINBERG, Richard A. see Burroughs, W. Jeffrey (Sep- 
tember 1987). 


FELDMAN, Laurence P. and Jacob HORNIK (1981), 
The Use of Time: An Integrated Conceptual Model, 
7 (March), 407-419. 


This paper provides an integrated treatment of time activity analysis 
including a structural definition of time, a systematic array of time 
constructs, and a multidisciplinary time use model. A paradigm 
of consumer time use is outlined, and avenues for future research 
are suggested. 


FERBER, Marianne A. and Bonnie G. BIRNBAUM 
(1977), The ““New Home Economics”: Retrospects 
and Prospects, 4 (June), 19-28. 


Problems with models used to investigate the economics of the 
household are described. Special emphasis is given to the issue of 
rationality in the allocation of time, the appropriateness of the 
family as the relevant unit, and the importance of life-cycle changes. 
Contributions economists can make using the “new home eco- 
nomics” to provide a basis for rational decision making are dis- 
cussed. 

Comments: Robinson, 4 (December 1977), 178. Reid, 4 (December 
1977), 181. 


Rejoinder: Ferber and Birnbaum, 4 (December 1977), 183. 

FERBER, Marianne A. and Bonnie G. BIRNBAUM 
(1980), One Job or Two Jobs: The Implications for 
Young Wives, 7 (December), 263-271. 


This study estimates the total lifetime contribution of the wife to 
the family, given various patterns of labor force participation, and 
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finds it to increase considerably as her labor force participation 
increases. This helps to explain the rapid influx of women into the 
labor market. It is also suggested, however, that the continued 
heavy commitment to housework, especially during the child-rear- 
ing years, remains a barrier to equality in the labor market. 

FERBER, Robert and Lucy Chao LEE (1974), Husband- 
Wife Influence in Family Purchasing Behavior, | 
(June), 43-50. 


Using the concept of a family financial officer (FFO), the family 
is found to be not homogeneous in its financial and purchase be- 
havior. Thus, if the husband is the FFO, the couple is more likely 
to save a higher proportion of income and in variable dollar forms, 
and to purchase automobiles less frequently. 

FERBER, Robert (1976), Guest Editor’s Introduction, 2 
(March), vi. 


FERBER, Robert (1976), Statement of Objective and Fu- 
ture Goals of JCR, 3 (September), vi. 


FERBER, Robert (1977), Can Consumer Research be In- 
terdisciplinary? 4 (December), 189-192. (Editorial) 


FERBER, Robert (1977), Research by Convenience, 4 
(June), 57-58. (Editorial) 


FERBER, Robert (1979), How Not to Write a Prize-Win- 
ning Article, 5 (March), 303-305. (Editorial) 


FERBER, Robert (1981), Where Two Heads Are Better 
Than One, 7 (March), 425-426. (Editorial) 


FILIATRAULT, Pierre and J. R. Brent RITCHIE (1980), 
Joint Purchasing Decisions: A Comparison of Influ- 
ence Structure in Family and Couple Decision-Mak- 
ing Units, 7 (September), 131-140. 


Comparisons of perceived influence structure within household 
decision-making units of differing composition revealed substantial 
variations in patterns of role dominance and response consensus. 
The result also indicated that although children had relatively little 
perceived influence on the vacation and accommodation selection 
decisions studied, they may still affect the outcome of particular 
choices. 


FILIATRAULT, Pierre see Hutton, R. Bruce et al. (De- 
cember 1986). 


FINE, Seymour H. (1980), Toward a Theory of Segmen- 
tation by Objectives in Social Marketing, 7 (June), 
1-13. 


Two consumer characteristics—objectives (goals) and strategies 
(decision rules)—are investigated as possible criteria in market 
segmentation, and a method is proposed for inferring them from 
behavior. A decision-rule model and an ensuing decision-process 
model are specified and then empirically estimated with data from 
a nutrition survey in a developing society. Segments based on de- 
cision rules were found to have between-group heterogeneity, which 
was substantiated by the decision-process, an econometric model. 


FISCHER, Eileen and Stephen J. ARNOLD (1990), More 
than a Labor of Love: Gender Roles and Christmas 
Gift Shopping, 17 (December), 333-345. 


Through a field study of 299 men and women, the effect of gender- 
related variables on Christmas-gift-shopping patterns was explored. 
Survey results suggest that women are more involved than men 
in the activity. However, men are likely to be more involved if 
they hold egalitarian gender-role attitudes. Overall, the study in- 
dicates that, while Christmas shopping may be a “labor of love” 
to some, it is most widely construed as “women’s work.” 


FISCHER, Eiieen see Bristor, Julia M. (March 1993). 
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FISHE, Raymond P. H. see Marmorstein, Howard et al. 
(June 1992). 


FISHER, Edwin B. see Battalio, Raymond C., Jr. et al. 
(September 1974). 


FISHER, Robert J. and Linda L. PRICE (1992), An In- 
vestigation into the Social Context of Early Adoption 
Behavior, 19 (December), 477-486. 


The social context of new product adoption behavior is a key aspect 
of the diffusion of innovations. Yet little is known about the process 
by which social contextual factors influence individual adoption 
decisions. This research develops and tests a model of the effects 
of perceived consumption visibility and superordinate group in- 
fluence on new product intention formation. A structural equation 
model is used in an experimental design to provide a comprehensive 
view of variable interdependencies and to incorporate measurement 
error. Key findings indicate that (1) perceived visibility of con- 
sumption significantly affects consumers’ predictions of normative 
outcomes (i.e., social approval from referents) and (2) superordinate 
group influence has a direct effect on consumers’ perceptions of 
consumption visibility and expectations of both personal (i.e., in- 
trinsically valued product benefits) and normative outcomes from 
early adoption. The results have important implications for un- 
derstanding the role of consumption symbols as mechanisms for 
social differentiation and integration. 


FISHER, Robert J. (1993), Social Desirability Bias and 
the Validity of Indirect Questioning, 20 (September), 
303-315. 


Indirect (i.e., structured projective) questioning has been employed 
frequently in marketing and other social sciences to reduce social 
desirability bias, that is, systematic error in self-report measures 
resulting from the desire of respondents to avoid embarrassment 
and project a favorable image to others. Yet little is known about 
the validity of indirect questioning in reducing social desirability 
bias. This article reports on three studies that examine indirect 
questioning as a technique to reduce social desirability bias on self- 
report measures. The effects of asking indirect (i.e., structured, 
projective) questions were compared with direct (i.e., structured, 
personal) questions. The pattern of results indicates that indirect 
questioning reduces social desirability bias on variables subject to 
social influence and has no significant effect on socially neutral 
variables. The social nature of the differences between direct and 
indirect questioning groups, and the attribution of an undesirable 
trait to an out-group but not an in-group target, supports the view 
that subjects projected their beliefs and evaluations in the indirect 
response situation. These results are consistent across several prod- 
uct categories and indirect question wordings. 


FLORSHEIM, Reneé see Gorn, Gerald J. (March 1985). 
FOLKES, Valerie S. (1984), Consumer Reactions to 


Product Failure: An Attributional Approach, 10 
(March), 398-409. 


Attribution theory provides the framework for predicting consumer 
responses to product failures. Study | surveyed reasons for and 
reactions to product failure and Study 2 manipulated reasons in 
an experiment. Reasons for product failure influenced reactions 
such as desiring a refund or an exchange for the product, perceiving 
that an apology is owed the consumer, and wanting to hurt the 
firm’s business. 


FOLKES, Valerie S. (1988), The Availability Heuristic 
and Perceived Risk, 15 (June), 13-23. 


Four studies using a variety of methodologies and products find 
that the availability heuristic (the ease with which one can bring 
to mind exemplars of an event) influences consumers’ judgments 
about the likelihood of products failing. Based on past research 
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showing that distinctiveness increases availability, a laboratory ex- 
periment (Study 1) manipulated distinctiveness of incidents de- 
scribing a product failing or succeeding. Study 2 used a similar 
methodology, but relates attention to product failure estimates. 
Study 3 is a field study examining product failure distinctiveness 
and failure estimates. In Study 4, self-reported ease in recalling 
failure incidents is correlated with judged likelihood of product 
failure, whereas ease of recalling success incidents is correlated 
with judged likelihood of product success. 


FOLKES, Valerie S. (1988), Recent Attribution Research 


in Consumer Behavior: A Review and New Direc- 
tions, 14 (March), 548-565. 


Recent consumer behavior research testing attribution theory 
principles is summarized and critiqued. Most studies on antecedents 
of causal inferences focus on how information about a product 
influences attributions, how the discounting effect influences liking 
for products, and how self-perception processes influence willing- 
ness to participate in marketing research. Research examining 
consequences of causal inferences focuses on product satisfaction. 
Major trends in attribution theory and future research directions 
are indicated. 


FOLKES, Valerie S., Susan KOLETSKY, and John L. 


GRAHAM (1987), A Field Study of Causal Infer- 
ences and Consumer Reaction: The View from the 
Airport, 13 (March), 534-539. 


A field study was conducted at an airport to examine the relation- 
ships among attributions, affects, and behavioral responses of con- 
sumers experiencing a product failure. Ninety-seven passengers on 
delayed flights were interviewed about their attributions for the 
delay, their affective reactions, the importance of on-time arrival, 
their propensity to complain about the problem, and their desire 
to fly the same airline again. A path analysis indicates that attri- 
butions had not only direct effects on desire to complain about 
the problem and to fly the same airline, but also indirect effects, 
mediated by anger at the airline. 


FOLKES, Valerie S., Ingrid M. MARTIN, and Kamal 


GUPTA (1993), When to Say When: Effects of Sup- 
ply on Usage, 20 (December), 467-477. 


A series of experiments manipulated product supply to investigate 
the effects on product usage. Subjects were presented with con- 
tainers filled with various amounts of a product and asked to in- 
dicate how much of the product they would use. Consumers tended 
to conserve diminishing resources to that the amount they indicated 
they would use generally decreased as the supply decreased. Con- 
tainer size and the fill level of the container did not influence the 
amount used. 


FOOTE, Nelson N. (1974), Commentary on Katona, 


“Psychology and Consumer Economics’, | (June), 
11-12. 


FORD, Gary T. and Ruth Ann SMITH (1987), Inferential 


Beliefs in Consumer Evaluations: An Assessment of 
Alternative Processing Strategies, 14 (December), 
363-371. 


The purpose of this research is to investigate the processing strategies 
consumers use to form inferences about missing product infor- 
mation. We evaluate the relative effect of attribute information 
about a partially described brand and about other fully described 
brands, the effect of attribute intercorrelations, and the effect of 
prompting inferences. We find that attribute information about a 
partially described brand has a greater influence than that about 
fully described competitive brands, that highly correlated attributes 
more consistently influence inferences, and that prompting infer- 
ences produces substantially different results than less intrusive 
measures. 
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FORD, Gary T., Darlene B. SMITH, and John L. SWASY 
(1990), Consumer Skepticism of Advertising Claims: 
Testing Hypotheses from Economics of Information, 
16 (March), 433-441. 


Propositions regarding consumers’ differentia! skepticism for search, 
experience, and credence claims are tested in an experiment using 
adult consumers. The results provide clear support for Nelson’s 
(1970) hypotheses that consumers are more skeptical of experience 
than search attribute claims and more skeptical of subjective than 
of objective claims. No support is found, however, for the Darby 
and Karni (1973) hypothesis that consumers will be more skeptical 
of credence than of experience attribute claims or for the hypothesis 
that consumers will not be less skeptical of experience claims for 
low-priced goods. 
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Industrial Organization and Consumer Satisfaction/ 
Dissatisfaction, 9 (March), 403-412. 


This study brings together the fields of industrial organization and 
consumer research in an attempt to account for variations in con- 
sumer dissatisfaction among product categories. A major portion 
of these variations is empirically accounted for by distributional 
and cost/size factors. The theoretical explanations behind the em- 
pirical associations are discussed in the context of the correspon- 
dence between economic theory and consumer data. 


FORNELL, Claes see Denison, Daniel R. (March 1990). 


FORNELL, Claes see Johnson, Michael D. (September 
1987). 


FOSTER, Ann C. see Bellante, Don (September 1984). 


FOSTER, Brian L. see Reingen, Peter H. et al. (December 
1984). 


FOX, Karen D. see Nickols, Sharon Y. (September 1983). 


FOXALL, Gordon R. (1975), Social Factors in Consumer 
Choice: Replication and Extension, 2 (June), 60-64. 


The general conclusions of Rich and Jain (1968), which question 
the usefulness of life cycle and social class concepts as predictors 
of consumer behavior, are challenged. Data for food products and 
durables suggest a more positive association. 


FOXMAN, Ellen R., Patriya S. TANSUHAJ, and Karin 
M. EKSTROM (1989), Family Members’ Percep- 
tions of Adolescents’ Influence in Family Decision 
Making, 15 (March), 481-490. 


Influence perceptions of mothers, fathers, and one adolescent child 
are compared to document structural relationships between parents 
and children in family decision making. Family triads are found 
to disagree in their perceptions of adolescent influence on both a 
broad selection of specific products and general influence in family 
decision processes. Mothers, father, and children, however, all rate 
children as having some influence in purchase decisions for a variety 
of products. A “household” measure of perceptions of general ad- 
olescent influence in purchase decisions is constructed and the 
antecedents of agreement or disagreement among family members 
are explored, yielding propositions for future research. 
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FRANK, Ronald E. (1974), The Journal of Consumer 
Research: An Introduction, 1 (June), iv—v. (Editorial) 


FRASER, Cynthia and John W. BRADFORD (1983), 
Competitive Market Structure Analysis: Principal 
Partitioning of Revealed Substitutabilities, 10 (June), 
15-30. 


In this paper, Competitive Market Structure Analysis (CMSA) is 
introduced. The approach is based on a behavioral model of re- 
vealed consumer substitution and utilizes principal component 
analysis of revealed substitutabilities to identify groups of competing 
brands or products in a market. The proposed partitioning criterion, 
the Index of Revealed Substitutability (IRS), yields estimates of 
the degrees of competition between all pairs of items in a market 
through use of household interpurchase times. The proposed par- 
titioning methodology, Principal Partitioning (PP), identifies groups 
of competing items through the use of principal component analysis 
of IRS values. Through combination of the partitioning criterion 
measure and methodology, competitive market structures are an- 
alytically identified. 


FRASER, Cynthia and John W. BRADFORD (1984), 
Competitive Market Structure Analysis: A Reply, 11 
(December), 842-847. 

FRASER, Cynthia, Robert E. HITE, and Paul L. SAUER 
(1988), Increasing Contributions in Solicitation 
Campaigns: The Use of Large and Small Anchor- 
points, 15 (September), 284-287. 


Charitable contribution requests including legitimization of paltry 
contributions or a large anchorpoint are examined. Results show 
that a large anchorpoint increases average contributions, legitim- 
ization of paltry contributions enhances compliance rates, and the 
combined use of a large anchorpoint and legitimization of paltry 


contributions does not significantly alter compliance or contri- 
bution sizes. 


FREDERICK, Donald G. see Dillon, William R. et al. 
(June 1985). 


FREDERICK, Donald G. see Dillon, William R. et al. 
(June 1989). 


FREDERICK, Donald G. see Dillon, William R. et al. 
(March 1989). 


FRENZEN, Jonathan and Kent NAKAMOTO (1993), 
Structure, Cooperation, and the Flow of Market In- 
formation, 20 (December), 360-375. 


This article explores the potential impact of individual consumer 
decisions to transmit or withhold word-of-mouth information on 
the flow of information in a market. Information flow is examined 
in networks composed of graphs and nodes, where graphs represent 
channels that foster information flow and nodes represent sentient 
decision makers who can potentially impede or foster information 
flow. We assert that actors in embedded markets first judge the 
moral hazards imposed by the information they consider for trans- 
mission and the social context of transmission, and then moderate 
their decisions to transmit the information in light of these judge- 
ments. We analyze this process using a modified version of Marshall 
Sahlin’s social exchange theory, examine the plausibility of this 
analysis using two laboratory experiments, and explore the con- 
sequences of this behavior at the aggregate level using a computer 
simulation. Our view highlights the importance of the interplay, of 
individuals and their social context for understanding word-of- 
mouth processes. 


FRENZEN, Jonathan K. and Harry L. DAVIS (1990), 


Purchasing Behavior in Embedded Markets, 17 
(June), 1-12. 





AUTHOR INDEX 


This article explores the concept of market embeddedness and its 
impact on purchasing behavior in a consumer market. Embed- 
dedness exists when consumers derive utility from two sources 
simultaneously: from attributes of the product and from social 
capital found in preexisting ties between buyers and sellers. This 
framework is applied to the home party method of direct sales. 
We find that the degree of social capital present, as measured by 
the strength of the buyer-seller tie and buyer indebtedness to the 
seller, significantly affects the likelihood of purchase. 


FRIEDMAN, Margaret L. and Gilbert A. CHURCHILL, 


Jr. (1987), Using Consumer Perceptions and a Con- 
tingency Approach to Improve Health Care Delivery, 
13 (March), 492-510. 


This study investigates whether insights provided by personal in- 
fluence research might enhance physician effectiveness in patient 
encounters. Specifically, this article considers how the use of social 
power behaviors, which are particularly relevant to the patient- 
physician relationship, might be used in a contingent fashion to 
achieve maximum effectiveness, as judged by patients. We hy- 
pothesize that the effectiveness of expert and legitimate, referent, 
and coercive social power behaviors are contingent upon two as- 
pects of the medical situation: (1) the riskiness of the situation, 
and (2) whether the patient and physician are meeting for the first 
time or have an ongoing relationship. We found that the effec- 
tiveness of expert and legitimate social power behaviors, in terms 
of patient satisfaction, compliance, and action, was contingent on 
the aspects of the situation that were manipulated. On the other 
hand, high-referent and low-coercive power were preferred by pa- 
tients regardless of the situation. The specific implications of these 
findings are discussed, with special attention given to the difficulty 
of operationalizing situation variables. 
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Strategies Among Purchasers of New Automobiles, 
10 (March), 417-431. 


Cluster analysis of questionnaire data used to identify six distinctive 
external information search patterns among purchasers of new au- 
tomobiles. Two of the shopper clusters had not been clearly specified 
in prior research—namely, an advisor-assisted shopper group and 
a highly self-reliant shopper group. An effort to cross-validate the 
typology using data obtained from automobile sales personnel was 
partially successful. It is hypothesized that these strategies are re- 
flections of heuristic decision processes which reflect both individual 
difference characteristics and the purchase situation. 


G 


GAETH, Gary J. and Timothy B. HEATH (1987), The 


Cognitive Processing of Misleading Advertising in 
Young and Old Adults: Assessment and Training, 
14 (June), 43-54. 


Three experiments evaluated the impact of misleading advertising 
on old and young adult consumers in terms of: (a) susceptibility 
to misleading advertising techniques, (b) ability to discriminate 
between nonmisleading and potentially misleading advertising 
claims, and (c) responsiveness to training. Although there were no 
differences when subjects responded from memory (Experiment 
1), young adults were less susceptible to misleading techniques 
when advertisements were available during assessment (Experiment 
2). Finally, training reduced susceptibility in both groups, although 
it also reduced discrimination in the young adults (Experiment 3). 
These findings were discussed in terms of potential age-related cog- 


nitive and cohort differences. 
GAETH, Gary J. see Levin, Irwin P. (December i988). 
GARCIA, Gillian (1980), Credit Cards: An Interdisci- 


FRIEDMAN, Monroe (1985), The Changing Language 
of a Consumer Society: Brand Name Usage in Pop- 
ular American Novels in the Postwar Era, 11 
(March), 927-938. 


This study seeks to understand the impact of commercial practices 
on American popular language by examining the usage made since 
World War II of brand names and generic names in the texts of a 
selected set of bestselling American novels. The various study find- 
ings lend support to the charges made by critics of increasing com- 
mercial influence in the American popular language of the postwar 
era. The findings also point to the emergence of a promotional 
practice, called “word-of-author advertising,” with important im- 
plications for marketers, consumers, and consumer researchers. 


FRIEDMAN, Monroe (1987), Survey Data on Owner- 


Reported Car Problems: How Useful to Prospective 
Purchasers of Used Cars? 14 (December), 434-439. 


This study assesses the predictive validity of aggregate frequency 
data yielded by Consumer Reports’ annual surveys of problems 
experienced by owners of used cars. For cars representing each of 
five model years (1975-1979), bivariate and multivariate corre- 
lational techniques were used to analyze the data of six annual 
surveys. The data report owner problems experienced in 15 to 17 
individual categories as well as an overall category. The study find- 
ings indicate that each year’s reported frequencies of problems are 
highly predictive of next year’s, both for the overall and individual 
categories. Predictability was found to differ significantly by in- 
dividual problem category and by the recency of the survey data. 
Policy implications of the findings are discussed for consumer 
magazines, such as Consumer Reports, and for consumer educators 


plinary Survey, 6 (March), 327-337. 


The literature on credit cards from the disciplines of economics, 
finance, law, marketing, and sociopsychology is summarized and 
integrated, and a model of supply and demand in a rationed market 
is presented. 

Comment: Hirschman, 7 (March 1981), 420. 

Rejoinder: Garcia, 7 (March 1981), 422. 


GARDIAL, Sarah Fisher, D. Scott CLEMONS, Robert 


B. WOODRUFF, and Mary Jane BURNS (1994), 
Comparing Consumers’ Recall of Prepurchase and 
Postpurchase Product Evaluation Experiences, 20 
(March), 548-560. 


This study explores the phenomenon of postpurchase product 
evaluations primarily by comparing consumers’ recalled postpur- 
chase evaluation experiences with their recalled prepurchase eval- 
uation experiences. Personal interviews and retrospective verbal- 
izations were employed so that respondents could describe the 
phenomena in their own experiences and words. A secondary 
comparison was also made between consumers’ postpurchase 
evaluation experiences in general versus those specifically cued by 
the terms “satisfaction” and “dissatisfaction.” While some simi- 
larities exist, the results show important differences between re- 
spondents’ postpurchase thoughts versus those from both prepur- 
chase and satisfaction. Significant implications of these results for 
theory, measurement, and future research are discussed. 


and consumer researchers. GARDNER, Meryl P. (1983), Advertising Effects on At- 

FRY, Joseph N. see Claxton, John D. et al. (December tributes Recalled and Criteria Used for Brand Eval- 
1974). uations, 10 (December), 310-318. 

FURSE, David H., Girish N. PUNJ, and David W. 

STEWART (1984), A Typology of Individual Search 


An information processing framework is used to inve tigate the 
effects of prominence in an advertisement on attribute recall and 





use in subsequent brand evaluation. The mediating effects of self- 
perceptions of familiarity and processing task are examined. A 
target attribute was more likely to be recalled and nontarget attri- 
butes were less likely to be recalled when the target attribute was 
prominent in the advertisement than when it was not prominent. 
Also, a target attribute was more likely to affect brand evaluation 
when it was prominent and the evaluator was familiar with the 
product, regardless of the individual’s processing task upon ex- 
posure. 


GARDNER, Meryl Paula (1985), Mood States and Con- 


sumer Behavior: A Critical Review, 12 (December), 
281-300. 


A conceptual framework is presented that depicts both the me- 
diating role of mood states and their potential importance in con- 
sumer behavior. Reviewing findings from the psychological liter- 
ature indicates that mood states have direct and indirect effects on 
behavior, evaluation, and recall. The scope and limitations of these 
effects are addressed, and the implications for consumer behavior 
in three areas—service encounters, point-of-purchase stimuli, and 
communications (context and content)—are examined. Finally, 
the potential feasibility and viability of mood-related approaches 
to marketing research and practice are discussed. 


GARNER, Thesia I. and Janet WAGNER (1991), Eco- 


nomic Dimensions of Household Gift Giving, 18 
(December), 368-379. 


The purpose of this research was to explore economic dimensions 
of a consumer gift-giving model. Two dimensions of extrahousehold 
gift expenditures were modeled: the probability of giving and the 
expected value of the corresponding expenditures. Data were from 
4,139 households in the Quarterly Interview component of the 
1984-1985 U.S. Continuing Consumer Expenditure Survey. The 
results demonstrated that both the probability of giving and the 
value of annual expenditures for gifts given outside the consumer 
unit are related to total expenditures (a proxy for income), family 
size, life-cycle stage, and education. In addition, the probability of 
gift giving is related to the number of female adults, ethnicity, and 
urbanization, and the value of gift expenditures is related to region. 
Extrahousehold gift expenditures appear to be a luxury—as income 
increases, gift expenditures increase more rapidly. 


GATIGNON, Hubert and Thomas S$. ROBERTSON 


(1985), A Propositional Inventory for New Diffusion 
Research, 11 (March), 849-867. 


The diffusion theory literature offers a fairly well-developed con- 
ceptual framework for the study of communications. As developed 
across a number of disciplines, diffusion applies to the flow of 
information, ideas, and products; its uniqueness is its focus on 
interpersonal communication transfer. This paper offers new theo- 
retical propositions to advance consumer diffusion research and 
to provide a foundation for diffusion modeling. 


GEISTFELD, Loren V. (1977), Consumer Decision 


Making: The Technical Efficiency Approach, 4 
(June), 48-56. 


This paper outlines a consumer decision-making aid which, in 
principle, could help reduce the problems associated with the large 
quantities of increasingly complex information necessary for pur- 
chase decisions. The limitations and potential of this method are 
discussed, and an example is given. 


GELB, Betsy D. and Mary C. GILLY (1979), The Effect 


of Promotional Techniques on Purchase of Preven- 
tive Dental Care, 6 (December), 305-308. 


GELB, Betsy D. see Gilly, Mary C. (December 1982). 
GELLER, E. Scott (1981), Evaluating Energy Conser- 


vation Programs: Is Verbal Report Enough? 8 (De- 
cember), 331-335. 
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GENSCH, Dennis H. and Rajshekhar G. JAVALGI 
(1987), The Influence of Involvement on Disaggre- 
gate Attribute Choice Models, 14 (June), 71-82. 


The state of the art in applying the various disaggregate choice 
algorithms is to assume homogeneity of choice process within the 
population being analyzed. This article uses the involvement vari- 
able a priori to categorize the (sample) population into a high- 
involvement segment using a model that assumes a simultaneous 
or alternative processing approach and a low-involvement segment 
using a model that assumes a hierarchical or an attribute processing 
approach. Empirical results indicate increased predictive accuracy 
and diagnostic information that is more closely related to estab- 
lished consumer behavior theory. 


GENTRY, James W. see Dickerson, Mary Dee (Septem- 
ber 1983). 


GENTRY, James W. see Painton, Scott (September 
1985). 


GERBING, David W. and James C. ANDERSON (1984), 
On the Meaning of Within-Factor Correlated Mea- 
surement Errors, 11 (June), 572-580. 


The meaning of correlated measurement errors is discussed within 
a hierarchical framework of error terms provided by true score, 
first-order factor, and second-order factor models: random error, 
indicator specific error, and group specific error, respectively. Group 
specific error can be represented either as extraneous first-order 
factors or as unwanted components of first-order factors that define 
a second-order factor. The uncritical use of correlated measurement 
errors without theoretical justification is shown to lead merely to 
more acceptable fit while obfuscating a more meaningful theoretical 
structure. 


GERNER, Jennifer L. see Bryant, W. Keith (September 
1981). 


GIBSON, Wendy see Goldberg, Marvin E. et al. (Septem- 
ber 1978). 


GIESEKE, Robert J. see Carlson, John A. (March 1983). 


GILLY, Mary C. and Betsy D. GELB (1982), Post-Pur- 
chase Consumer Processes and the Complaining 
Consumer, 9 (December), 323-328. 


This paper addresses the issue of post-purchase processes of con- 
sumers who complain about purchase experiences. Hypotheses 
about complaining consumers’ satisfaction or dissatisfaction with 
organizational response and their subsequent repurchase behavior 
are proposed and empirically tested using data from consumers 
who complained to a major oil company. 


GILLY, Mary C. and Valarie A. ZEITHAML (1985), The 
Elderly Consumer and Adoption of Technologies, 
12 (December), 353-357. 


The study investigated adoption of several key consumer-related 
technologies by the elderly. Specifically, the adoption of scanner- 
equipped grocery stores, electronic funds transfer, automated teller 
machines, and custom telephone calling services was compared in 
an elderly and a nonelderly sample of consumers. Results indicated 
that lower percentages of the elderly group were in the trial and 
adoption stages for most of the innovations. However, elderly con- 
sumers were more likely to adopt electronic funds transfer. The 
elderly also used sources of information to different degrees than 
did the nonelderly to learn about innovations. 


GILLY, Mary C. see Gelb, Betsy D. (December 1979). 
GLAZER, Rashi (1984), Multiattribute Perceptual Bias 


as Revealing of Preference Structure, 11 (June), 510- 
521. 
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The assumed separation between judgments of preference and 
perception typical of most formal multiattribute decision-making 
models is questioned in favor of an information-processing for- 
mulation in which systematic perceptual errors are associated with, 
and revealing of, underlying preferences. A model and methodology 
is proposed for measuring the preference-perception interaction 
and hypotheses about such interdependencies are tested in a lab- 
oratory experiment. 


GLAZER, Rashi see Kahn, Barbara et al. (June 1987). 
GLAZER, Rashi, Barbara E. KAHN, and William L. 


MOORE (1991), The Influence of External Con- 
straints on Brand Choice: The Lone-Alternative Ef- 
fect, 18 (June), 119-127. 


In an earlier Journal of Consumer Research article, Kahn, Moore, 
and Glazer examined the phenomenon of constrained choice in 
experimental settings and found empirical results that ran counter 
to generally accepted models of hierarchical choice (e.g., preference 
trees). In this article, we reexamine those findings. Specifically, our 
main purposes are (1) to provide an explanation for the deviations 
from accepted theoretical models, (2) to suggest operational mea- 
sures for the new constructs identified by Kahn, Moore, and Glazer, 
and (3) to propose a modification of hierarchical models that im- 
proves choice prediction by adjusting for bias against lone alter- 
natives. 


GLEASON, Terry C. see Robertson, Thomas S. et al. 


(December 1979). 


GOERING, Patricia A. (1985), Effects of Product Trial 


on Consumer Expectations, Demand, and Prices, 12 
(June), 74-82. 


Product quality is often unknown to consumers when they make 
their purchasing decisions. Demand is thus based on expectations 
rather than on complete information. This paper models the effects 
of private information acquired through product trial on consumer 
expectations, demand, and prices. These effects depend on the 
quality of the product relative to consumer prior expectations, 
consumer perceptions of quality, consumer expectation revision 
mechanisms, and the number of purchasers. 


GOLDBERG, Marvin E. and Gerald J. GORN (1974), 


Children’s Reactions to Television Advertising: An 
Experimental Approach, 1 (September), 69-75. 


Both the effects of a child’s expectancy of receiving a toy and the 
number of TV commercials he sees for the toy were examined in 
an experimental paradigm. In a 3 X 3 factorial design, eight to ten 
year old boys (N = 133) were presented with low, moderate or 
high expectancies of obtaining a toy, followed by 0, | or 3 exposures 
to a TV commercial for the toy. 


GOLDBERG, Marvin E. (1977), Identifying Relevant 


Psychographic Segments: How Specifying Product 
Functions Can Help, 3 (December), 163-169. 


Two psychographic instruments were developed and validated. 
Moderate correlations between these measures and preferences for 
meaningfully grouped sets of products provided a degree of par- 
simony in explaining patterns of consumer preference. Further, 
there was some evidence that appropriately selected, psychographic 
measures might be able to predict actual choice behavior for clearly 
differentiated consumer segments. 


GOLDBERG, Marvin E. and Gerald J. GORN (1978), 


Some Unintended Consequences of TV Advertising 
to Children, 5 (June), 22-29. 


The results of this study with preschool subjects suggest that TV 
advertising directed at children may: (a) lead the child to select 
material objects over more socially oriented alternatives, (b) po- 
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tentially increase parent-child conflict, and (c) lead to a more dis- 
appointed, unhappier child. 


GOLDBERG, Marvin E. and Gerald J. GORN (1987), 
Happy and Sad TV Programs: How They Affect Re- 
actions to Commercials, 14 (December), 387-403. 


Relative to a sad TV program, a happy program induced: (1) a 
happier mood as viewers watched both program and commercials, 
(2) greater perceived commercial effectiveness, (3) more affectively 
positive cognitive responses, and (4) to some extent, better recall. 
A main effect for commercial type was also noted, with emotional 
commercials leading to generally more positive reactions than in- 
formational commercials. A significant program-by-commercial 
interaction was obtained for the viewer’s mood during the com- 
mercial, with the program effect greater for those viewing emotional 
commercials than for those viewing informational commercials. 


GOLDBERG, Marvin E. and Jon HARTWICK (1990), 
The Effects of Advertiser Reputation and Extremity 
of Advertising Claim on Advertising Effectiveness, 
17 (September), 172-179. 


A factorial experiment was developed in which the reputation of 
the advertising firm and the extremity of the advertising claim 
were manipulated. Two levels of advertiser reputation, focusing 
on the expertise and trustworthiness of the sponsoring firm, were 
developed. Claim extremity was structured on a rank-order scale 
with product claims as first, third, fifth, or twentieth best among 
100 competing brands. Product evaluation was significantly influ- 
enced by both independent variables and by the interaction between 
the two. Measures of ad credibility helped provide an explanation 
for the findings. 


GOLDBERG, Marvin E., Gerald J. GORN, and Wendy 
GIBSON (1978), TV Messages for Snack and Break- 
fast Foods: Do They Influence Children’s Prefer- 
ences? 5 (September), 73-81. 


When offered a choice of highly sugared or more wholesome snack 
and breakfast foods, first graders’ choices reflected their TV ex- 
posure experience. Those who viewed commercials for highly sug- 
ared foods opted for more (advertised and nonadvertised) sugared 
foods. Those who viewed pro-nutrition Public Service Announce- 
ments chose more fruits, vegetables, etc. A 24-minute animated 
program “Junk Food” was most effective in reducing the number 
of sugared foods selected. 


GOLDBERG, Marvin E. see Brucks, Merrie et al. (March 
1988). 


GOLDBERG, Marvin E. see Gorn, Gerald J. (March 
1980). 


GOLDBERG, Marvin E. see Gorn, Gerald J. (September 
1977). 


GOLDBERG, Marvin E. see Gorn, Gerald J. (September 
1982). 


GOLDEN, Linda L. see Mizerski, Richard W. et al. (Sep- 
tember 1979). 


GOLDMAN, Arieh and J. K. JOHANSSON (1978), De- 
terminants of Search for Lower Prices: An Empirical 
Assessment of the Economics of Information Theory, 
5 (December), 176-186. 


The usefulness of the economics of information framework for 
the explanation of consumer search behavior is assessed. Various 
hypotheses regarding search behavior are tested using panel data 
on gasoline purchases. It is shown that relatively little of the behavior 
can be explained by the economics of information framework. 
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GOLDSTEIN, Eric see Lambert, Zarrel V. et al. (June 
1980). 


GOLDSTEIN, Robert see Rothschild, Michael L. et al. 
(September 1988). 


GOODMAN, John A. see Hauver, James H. et al. (June 
1981). 


GOODSTEIN, Ronald C. (1993), Category-based Appli- 
cations and Extensions in Advertising: Motivating 
More Extensive Ad Processing, 20 (June), 87-99. 


Consumers watch a television ad at different levels depending on 
their motivation to process the ad. In this article, the fit between 
an ad and an evoked ad schema in memory is hypothesized to 
influence consumers’ motivation to process. It is also hypothesized 
that this motivation is moderated by effects due to consumers’ 
prior category affect and processing goals. Results from an adver- 
tising experiment suggest that ads typical of an evoked schema 
elicit relatively less extensive processing and evaluations, while those 
atypical of the schema motivate more extensive processing and 
evaluations. In an extension of previous research in the domain, 
the results imply that typicality effects are moderated by the ex- 
tremity of prior category affect. Limited evidence also reveals that 
typicality effects may be moderated by ad-processing goals. The 
theoretical and practical implications of these results are discussed. 


GOODWIN, Stephen A. see Etgar, Michael (March 1982). 


GORN, Gerald J. and Marvin E. GOLDBERG (1977), 
The Impact of Television Advertising on Children 
from Low Income Families, 4 (September), 86-88. 


A study on TV advertising and low income children suggested that 
even one exposure to a commercial produced favorable attitudes 
towards the advertised product. Additional exposures were nec- 
essary, however, to influence the children to expend more effort 
than the control group to obtain the advertised product. 


GORN, Gerald J. and Marvin E. GOLDBERG (1980), 
Children’s Responses to Repetitive Television Com- 
mercials, 6 (March), 421-424. 


GORN, Gerald J. and Marvin E. GOLDBERG (1982), 
Behavioral Evidence of the Effects of Televised Food 
Messages on Children, 9 (September), 200-205. 


Two weeks of daily exposure to televised food and beverage mes- 
sages at a summer camp altered five- to eight-year-old children’s 
afternoon snack choices. Children who viewed candy commercials 
picked significantly more candy over fruit as snacks. Eliminating 
the candy commercials proved as effective in encouraging the se- 
lection of fruit as did exposing the children to fruit commercials 
or nutritional public service announcements. 


GORN, Gerald J. and Charles B. WEINBERG (1984), 
The Impact of Comparative Advertising on Percep- 
tion and Attitude: Some Positive Findings, 11 (Sep- 
tember), 719-727. 


The effects of comparative versus noncomparative advertising were 
tested in an experiment across three product categories (cigarettes, 
golf balls, toothpastes). A series of dependent variables—perception, 
attitude, and cognitive response to the ads—was investigated. 
Comparative advertising by a challenger, a brand not the category 
leader, resulted in increased brand similarity between the challenger 
and leader. The results held whether an ad for the leader was present 
or not. Other effects of comparative versus noncomparative ads 
were also observed. 


GORN, Gerald J. and Reneé FLORSHEIM (1985), The 
Effects of Commercials for Adult Products on Chil- 
dren, 11 (March), 962-967. 


JOURNAL OF CONSUMER RESEARCH 


The present study investigated the effect on children of exposure 
to TV commercials for adult products. An experiment was con- 
ducted testing the effects of exposure to commercials for lipstick 
and diet drinks. It was hypothesized that the effects would be greater 
for lipstick than for diet drinks, since the sample of nine- and ten- 
year-old girls utilized in this study saw themselves using that product 
in the future. The results indicated that lipstick TV commercials 
can influence children’s perception of the products and brands 
that are associated with being an adult and thus perhaps the prod- 
ucts and brands they should consume in the future. The results 
suggest that even if children are not presently consumers of a prod- 
uct class, exposure to TV advertising for these products may in- 
fluence the perspective children have of the adult world. 


GORN, Gerald J. see Goldberg, Marvin E. (December 
1987). 


GORN, Gerald J. see Goldberg, Marvin E. (June 1978). 


GORN, Gerald J. see Goldberg, Marvin E. (September 
1974). 


GORN, Gerald J. see Goldberg, Marvin E. et al. (Septem- 
ber 1978). 


GOULD, Stephen J. (1991), The Self-Manipulation of 
My Pervasive, Perceived Vital Energy through Prod- 
uct Use: An Introspective-Praxis Perspective, 18 
(September), 194-207. 


Consumer researchers, as well as others, have overlooked the per- 
ceived vital energy dimension of consumer behavior. To deal with 
this issue, this article uses an introspective-praxis approach to ex- 
plore as “thickly” as possible the pervasive role perceived vital 
energy plays in one consumer’s everyday use of products, namely, 
my own. In doing so, it introduces an energy-based model of prod- 
uct use that encompasses the characteristics/states of that vital en- 
ergy and the product-related operations employed by the consumer 
to manipulate those states. After these aspects of energy are con- 
sidered, several thematic examples concerning its role and signif- 
icance in my own consumption are discussed. Finally, implications 
for future research are considered. 


GRAHAM, John L., Dong Ki KIM, Chi-Yuan LIN, and 
Michael ROBINSON (1988), Buyer-Seller Negotia- 
tions Around the Pacific Rim: Differences in Fun- 
damental Exchange Processes, 15 (June), 48-54. 


The determinants of buyer-seller negotiations in four cultures are 
investigated in a laboratory simulation. One hundred thirty-eight 
American, 54 Chinese, 42 Japanese, and 38 Korean business people 
participated in a two-person, buyer-seller, intracultural negotiation 
simulation. In negotiations between Americans, the use of more 
problem-solving bargaining strategies positively influenced nego- 
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order of Roman Catholic sisters was performed. The study focused 
on how these women became homeless, the effects of early life 
experiences on their homelessness, available emotional and finan- 
cial support, possessions that were lost, maintained, or became 
available during their homeless period(s), their perspectives on their 
lives at the shelter and its ability to act as a “home,” and their 
fantasies about home life. Public policy implications and contri- 
butions of these findings to the developing literature in consumer 
behavior regarding the meaning of possessions are discussed. 


HIRSCHMAN, Elizabeth C. (1979), Differences in Con- 


sumer Purchase Behavior by Credit Card Payment 
System, 6 (June), 58-66. 


A conceptualization of the relationships between alternative pay- 
ment systems and various environmental and behavioral variables, 
which may serve as a preliminary theoretical framework for analyses 
of payment systems, is outlined. Findings designed to test a portion 
of this conceptualization are presented, and directions for future 
research extensions are cited. 


HIRSCHMAN, Elizabeth C. (1980), Innovativeness, 


Novelty Seeking, and Consumer Creativity, 7 (De- 
cember), 283-295. 


A conceptual framework is presented that incorporates three con- 
structs highly relevant to consumer behavior—innovativeness, 
novelty seeking, and consumer creativity. A fourth construct, role 
accumulation, is also discussed. A model of the relational linkages 
among these constructs is developed, together with their defiritions 
and a methodology to develop operational measures. Research 
implications and applications of this conceptual framework are 
discussed. 


HIRSCHMAN, Elizabeth C. (1981), Comments on 


“Credit Cards: An Interdisciplinary Survey”, 7 
(March), 420-421. 


HIRSCHMAN, Elizabeth C. (1985), Primitive Aspects of 


Consumption in Modern American Society, 12 
(September), 142-154. 


This article challenges the widely held assumption that the United 
States of America possesses a society characterized by modern val- 
ues and a secular consumption ethic. Drawing upon concepts and 
techniques utilized by cultural anthropologists in the study of non- 
industrialized societies, evidence is presented to support a view of 
U.S. consumption as an outlet for spiritual expression and the 
preservation of ethnic heritage. Humanistic research approaches 
such as participant observation are advocated. 


HIRSCHMAN, Elizabeth C. (1985), Scientific Style and 


the Conduct of Consumer Research, 12 (September), 
225-239. 


This paper describes four styles of conducting scientific inquiry— 
analytical science, conceptual theory, conceptual humanism, and 
particular humanism. The work of four consumer researchers— 





James Bettman, Russell Belk, Morris Holbrook, and Sidney Levy— 
is used to explicate each approach to inquiry. The author argues 
for a broader based perspective of the scientific enterprise and for 
mutual acceptance of different ways of conducting research. 


HIRSCHMAN, Elizabeth C. (1988), The Ideology of 


Consumption: A Structural-Syntactical Analysis of 
“Dallas” and “Dynasty”, 15 (December), 344-359. 


Aspects of syntactics and structuralism are used to interpret two 
popular vehicles of consumption ideology, the television programs 
“Dallas” and “Dynasty.” The primary structure encoded within 
“Dallas” and “Dynasty” is the binary opposition between secular 
consumption and sacred consumption. The consumer behaviors 
of characters associated with secular and sacred consumption are 
described, and processes of mediation and transformation between 
the sacred and secular consumption poles are illustrated. 


HIRSCHMAN, Elizabeth C. (1990), Secular Immortality 


and the American Ideology of Affluence, 17 (June), 
31-42. 


Extending the Warnerian tradition of social class dynamics, this 
article explores the attainment of secular immortality through af- 
fluence. A diverse set of literary media directed to or written about 
wealthy consumers was interpreted in a hermeneutic fashion to 
discern the dominant themes composing the ideology of affluence. 
Among the themes identified were entrepreneurial achievement, 
the achievement of celebrity status via consumption, and secular 
achievement in artistry and craftsmanship. The ideology of afflu- 
ence was found to promote the seeking of personal secular im- 
mortality through the cultural celebration of achievement, wealth, 
and the accumulation of possessions. 


HIRSCHMAN, Elizabeth C. (1992), The Consciousness 


of Addiction: Toward a General Theory of Com- 


pulsive Consumption, 19 (September), 155-179. 


This article reviews and integrates recent theories of addiction 
drawn from a diverse set of disciplines—consumer behavior, med- 
icine, sociology, psychiatry, and psychology—to provide a com- 
prehensive framework for understanding the etiology of addiction 
and other compulsive consumer behaviors. Interpretive material 
from personal interviews with addicted and nonaddicted drug users 
is then used to illustrate the consciousness of addictive consump- 
tion. Two a priori themes—serial/simultaneous addictions and 
personal crises/role transitions—and five emergent themes—re- 
lapse, deception, dysfunctional families, suicide, and boundaries— 
are discussed. 


HIRSCHMAN, Elizabeth C. (1993), Ideology in Con- 


sumer Research, 1980 and 1990: A Marxist and 
Feminist Critique, 19 (March), 537-555. 


This article presents textual evidence drawn from the 1980 and 
1990 volumes of the Journal of Consumer Research (JCR) to dem- 
onstrate the dominance of masculine ideology in consumer re- 
search. Through both Marxist and feminist perspectives, it argues 
for the recognition and inclusion of previously muted voices and 
invisible constituencies, especially those of groups currently ex- 
cluded from achieving social and economic equality. 


HIRSCHMAN, Elizabeth C. (1994), Consumers and 


Their Animal Companions, 20 (March), 616-632. 


Despite the widespread practice of keeping companion animals, 
virtually no consumer behavior studies have been conducted on 
this phenomenon. The present inquiry uses detailed depth inter- 
views with consumers to expand three a priori themes—animals 
as friends, animals as self, and animals as family members—and 
to discuss two emergent themes: (1) companion animals’ mediation 
between nature and culture, and (2) the socialization of consumers’ 
companion animal preference patterns. Building on this knowledge, 
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several directions for future research on companion animals are 
discussed. 


HIRSCHMAN, Elizabeth C. see Holbrook, Morris B. 


(September 1982). 


HITE, Robert E. see Fraser, Cynthia et al. (September 


1988). 


HJORTH-ANDERSEN, Chr. (1984), The Concept of 


Quality and the Efficiency of Markets for Consumer 
Products, 11 (September), 708-718. 


Can consumers trust prices to be good quality indicators? Previous 
studies based on quality data from Consumer Reports have indi- 
cated that the relation of price to overall quality is quite weak. 
This paper demonstrates that these studies are methodologically 
invalid by showing that the concept of overall quality has many 
dimensions. To what extent do inefficient variants occur in the 
market? Previous studies have suggested that there is a considerable 
degree of inefficiency in the market. Alternative calculations imply 
that inefficient variants are in fact frequent, but that the loss to 
consumers is much lower than previously suggested. 


HJORTH-ANDERSEN, Chr. (1986), More on Multidi- 


mensional Quality: A Reply, 13 (June), 149-154. 


HOCH, Stephen J. and Young-Won HA (1986), Con- 


sumer Learning: Advertising and the Ambiguity of 
Product Experience, 13 (September), 221-233. 


This paper examines the influence of advertising on how and what 
consumers learn from product experience. A hypothesis-testing 
framework is adopted where consumers treat advertisements as 
tentative hypotheses that can be tested through product experience. 
Two experiments were conducted using product categories that 
provided either ambiguous or unambiguous evidence about product 
quality. The first experiment showed that when consumers have 
access to unambiguous evidence, judgments of product quality are 
dependent only on the objective physical evidence and unaffected 
by advertising. However, advertising had dramatic effects on per- 
ceptions of quality when consumers saw ambiguous evidence; 
judgments and product inspection behavior protocols showed that 
advertising induced consumers to engage in confirmatory hypoth- 
esis testing and search. The second experiment showed that ad- 
vertising influenced quality judgments by affecting the encoding 
of the physical evidence; retrieval of ad-consistent evidence also 
appeared to occur, though to a lesser degree. 


HOCH, Stephen J. (1988), Who Do We Know: Predicting 


the Interests and Opinions of the American Con- 
sumer, 15 (December), 315-324. 


Marketing experts and novices made predictions about the activ- 
ities, interests, and opinions of the American consumer. Predictive 
accuracy was low overall, and experts were no more accurate than 
everyday consumers in predicting consumer opinions. This oc- 
curred because (1) everyday consumers were much more similar 
to the target population than were the marketing experts and (2) 
the experts had difficulty consistently identifying other information 
beyond their own attitudes relevant to the target population. For 
this task, the experts could not overcome the “information deficit” 
that accompanies being dissimilar to the typical American con- 
sumer. 


HOCH, Stephen J. and George F. LOEWENSTEIN 


(1991), Time-inconsistent Preferences and Consumer 
Self-Control, 17 (March), 492-507. 


Why do consumers sometimes act against their own better judg- 
ment, engaging in behavior that is often regretted after the fact 
and that would have been rejected with adequate forethought? 
More generally, how do consumers attempt to maintain self-control 
in the face of time-inconsistent preferences? This article addresses 
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consumer impatience by developing a decision-theoretic model 
based on reference points. The model explains how and why con- 
sumers experience sudden increases in desire for a product, increases 
that can result in the temporary overriding of long-term preferences. 
Tactics that consumers use to control their own behavior are also 
discussed. Consumer self-control is framed as a struggle between 
two psychological forces, desire and willpower. Finally, two general 
classes of self-control strategies are described: those that directly 
reduce desire, and those that overcome desire through willpower. 


HOCH, Stephen J. see Davis, Harry L. et al. (June 1986). 
























HOCH, Stephen J. see Ha, Young-Won (December 1989). 


HOCH, Stephen J. see Hawkins, Scott A. (September 
1992). 


HOFFER, George see Wetzel, James (September 1982). 


HOFFER, George E. see Crafton, Steven M. (September 
1980). 


HOFFER, George E. see Peterson, Steven P. (March 
1994). 


HOFFMAN, Donna L. and Morris B. HOLBROOK 
(1993), The Intellectual Structure of Consumer Re- 
search: A Bibliometric Study of Author Cocitations 
in the First 15 Years of the Journal of Consumer 
Research, 19 (March), 505-517. 


This study explores the analysis of citations in the Journal of Con- 
sumer Research (JCR) during its first 15 years of publication. We 
review previous work on citation analysis in marketing and con- 
sumer research, and we argue for the value of a more complex 
approach based on patterns of cocitation. Toward this end, we 
develop a data base that draws on the work of the 42 most frequently 
published authors in JCR in the first 15 years. We introduce a 
new, two-stage procedure to investigate the underlying structure 
in the from-versus-to or citing-cited matrix based on numbers of 
references among these authors. Our procedure yields a scale of 
citing-cited asymmetry for the 42 consumer researchers, a “‘citation- 
similarity space” showing patterns of symmetric citation among 
the researchers, and measures of research atypicality. These separate 
yet complementary results give interesting insights into patterns 
of cocitation among consumer behavior researchers and thereby 
appear to reflect the intellectual structure of consumer research. 


HOFFMAN, Donna L. see Kopalle, Praveen K. (March 
1992). 


HOLBROOK, Morris B. (1977), Comparing Multiattri- 
bute Models by Optimal Scaling, 4 (December), 165- 
171. 


A method is proposed for determining the best possible fit that 
can be obtained by rescaling the multiplicative components of 
multiattribute attitude models. This optimal scaling approach is 
illustrated on both cross-sectional and intra-individual data. It is 
concluded that valid comparisons between the performance of 
competing multiattribute attitude models must be made between 
optimally scaled versions. 


HOLBROOK, Morris B. (1977), More on Content Anal- 
ysis in Consumer Research, Comment on “Content 
Analysis. . .” by Harold H. Kassarjian, 4 (Decem- 
ber), 176-177. 

HOLBROOK, Morris B. and Joel HUBER (1979), Sep- 
arating Perceptual Dimensions from Affective Over- 
tones: An Application to Consumer Aesthetics, 5 
(March), 272-283. 


Different types of perceptual distortion due to affective overtones 
are identified. A procedure, which deals with problems of distortion 
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more comprehensively than competing methods, is proposed and 
illustrated in the case of consumer aesthetics. The resulting bias- 
free joint space is clearly interpretable and performs relatively well 
in predicting affect. 


HOLBROOK, Morris B. and William L. MOORE (1981), 


Feature Interactions in Consumer Judgments of 
Verbal Versus Pictorial Presentations, 8 (June), 103- 
113. 


In consumer judgments of product designs, the numbers of additive 
and configural feature effects are apt to differ between verbal and 
pictorial stimulus presentations. A study of judgmental responses 
to sweater designs suggests the significant occurrence of feature 
interactions, a tendency for pictorial (versus verbal) displays to 
evoke more main effects, and a tendency for pictorial displays to 
promote cue configurality when one controls for type of infor- 
mation-processing strategy. 


HOLBROOK, Morris B. and Donald R. LEHMANN 


(1981), Allocating Discretionary Time: Comple- 
mentarity Among Activities, 7 (March), 395-406. 


Analysis of complementarity among 50 discretionary activities 
suggests: (1) the greater meaning of partial (versus simple) corre- 
lational measures; (2) the validity of seven a priori sets of comple- 
ments; (3) the usefulness of multidimensionally scaled correlations 
in identifying two key activity dimension—intellectual effort and 
physical exertion; and (4) implications for both marketing and 
public policy. 


HOLBROOK, Morris B. and Elizabeth C. HIRSCHMAN 


(1982), The Experimental Aspects of Consumption: 
Consumer Fantasies, Feelings, and Fun, 9 (Septem- 
ber), 132-140. 


This paper argues for the recognition of important experiential 
aspects of consumption. Specifically, a general framework is con- 
structed to represent typical consumer behavior variables. Based 
on this paradigm, the prevailing information processing model is 
contrasted with an experiential view that focuses on the symbolic, 
hedonic, and esthetic nature of consumption. This view regards 
the consumption experience as a phenomenon directed toward the 
pursuit of fantasies, feelings, and fun. 


HOLBROOK, Morris B. (1983), Using a Structural Model 


of Halo Effect to Assess Perceptual Distortion due to 
Affective Overtones, 10 (September), 247-252. 


Perceptual distortion due to affective overtones can cause problems 
for consumer research on evaluative judgments. This paper pro- 
poses and illustrates a method for estimating such perceptual biases 
via a structural model of halo effect. In this application, a reanalysis 
of some data originally reported elsewhere indicates the mode!’s 
usefulness in assessing perceptual distortion due to affective over- 
tones. 


HOLBROOK, Morris B. (1986), Aims, Concepts, and 


Methods for the Representation of Individual Dif- 
ferences in Esthetic Responses to Design Features, 
13 (December), 337-347. 


In studying the consumer’s evaluative judgments of esthetic objects 
such as artworks or fashion designs, one has reason to anticipate 
considerable heterogeneity as to preference structures wherein affect 
depends on the features and feature interactions of interest. For 
example, one might expect esthetic responses toward fashion de- 
signs to vary meaningfully among individuals differing in visual- 
izing/verbalizing tendency (VV), intrinsic/extrinsic motivation (IE), 
romanticism/classicism (RC), and sex. Yet we lack parsimonious 
and clearly interpretable methods for representing such individual 
differences in evaluative judgments. Accordingly, this article (1) 
argues for the important role played by such personality variables 


as VV, IE, RC, and Sex in moderating esthetic responses, (2) de- 
velops instruments intended to measure VV, IE, and RC, (3) pre- 
sents a method that uses canonical correlation analysis (CCA) to 
represent differences in preference structures, and (4) provides an 
illustrative application that tests some aspects of the reliability and 
validity of this approach to representing individual differences in 
esthetic responses to design features. 


HOLBROOK, Morris B. and Mark W. GRAYSON 
(1986), The Semiology of Cinematic Consumption: 
Symbolic Consumer Behavior in Out of Africa, 13 
(December), 374-381. 


This article examines the portrayal of consumption experiences in 
a recent film that provides especially clear examples of the use of 
symbolic consumer behavior to develop plot and character. We 
view cinematic consumption in this film as a detailed illustration 
that work on the semiology of consumption symbolism in movies 
and other art forms deserves a place in the annals of consumer 
research. 


HOLBROOK, Morris B. and Rajeev BATRA (1987), As- 
sessing the Role of Emotions as Mediators of Con- 
sumer Responses to Advertising, 14 (December), 
404-420. 


This paper pursues the emerging interest in emctional aspects of 
consumer behavior, advocates a broadened view of consumption- 
related emotions, and focuses on the role of emotions in mediating 
the effects of advertising. Specifically, it proposes an approach that 
examines the manner in which intervening emotional reactions 
mediate the relationship between advertising content and attitudes 
toward the ad or brand. An illustrative application of this approach 
demonstrates its usefulness in assessing the role of emotions as 
mediators of consumer responses to advertising. 


HOLBROOK, Morris B. (1987), What Is Consumer Re- 
search? 14 (June), 128-132. 


HOLBROOK, Morris B. and John O SHAUGHNESSY 
(1988), On the Scientific Status of Consumer Re- 
search and the Need for an Interpretive Approach to 
Studying Consumption Behavior, 15 (December), 
405-409. 


HOLBROOK, Morris B. and Robert M. SCHINDLER 
(1989), Some Exploratory Findings on the Devel- 
opment of Musical Tastes, 16 (June), 119-124. 


Preferences toward popular music appear to reflect tastes acquired 
during late adolescence or early adulthood. In an empirical inves- 
tigation of this parsimonious inductive proposition, both the ag- 
gregate results (R = 0.84) and the disaggregated findings (R 
= 0.46) suggest that the development of tastes for popular music 
follows an inverted U-shaped pattern that reaches a peak in about 
the 24th year. Possible explanations include intrinsic components 
(e.g., a developmental period of maximum sensitivity analogous 
to the critical periods documented in ethological studies of im- 
printing) and extrinsic components (e.g., social pressures from one’s 
peer group that reach peak intensity during a particular phase in 
one’s life cycle). 


HOLBROOK, Morris B. (1993), Nostalgia and Con- 
sumption Preferences: Some Emerging Patterns of 
Consumer Tastes, 20 (September), 245-256. 


As studied in recent consumer research, the role of nostalgia in- 
volves both (1) a link between age and the development of con- 
sumer tastes (over time) and (2) the relationship of nostalgia 
proneness (a psychographic variable) to patterns of consumer pref- 
erences. However, questions remain concerning whether the influ- 
ence of nostalgia proneness and age can be regarded as two inde- 
pendent aspects of nostalgic consumption. This research reports a 
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pair of studies that investigate this issue with respect to motion 
picture preferences among subjects. Study 1 uses an age-homo- 
geneous sample to examine 20 items that assess nostalgia proneness, 
to derive a nostalgia scale, to form a spatial representation of movie 
preferences, and to test the fit of a vector reflecting differential 
nostalgia-related tastes in this preference space. Study 2 generalizes 
these results to a sample heterogeneous with respect to age and 
shows that age and nostalgia proneness appear to work indepen- 
dently as separate aspects of nostalgic preference patterns. 


HOLBROOK, Morris B., William L. MOORE, and Rus- 
sell S. WINER (1982), Constructing Joint Spaces 
from Pick-Any Data: A New Tool for Consumer 
Analysis, 9 (June), 99-105. 


The recently developed ‘“‘pick-any” approach to data collection 
and analysis is described and illustrated by examples that support 
its face validity, reliability, and convergent validity with other 
multidimensional scaling techniques. Some solutions to problems 
that arise in applying the pick-any procedure are suggested, and 
potential extensions are proposed for use of the procedure in per- 
ceptual mapping applications. 

HOLBROOK, Morris B., Robert W. CHESTNUT, Ter- 
ence A. OLIVA, and Eric A. GREENLEAF (1984), 
Play as a Consumption Experience: The Roles of 
Emotions, Performance, and Personality in the En- 
joyment of Games, 11 (September), 728-739. 


Consumer researchers have recently begun to focus on the expe- 
riential aspects of consumption in general and on intrinsically mo- 
tivated hedonic enjoyment in particular. Within this broad class 
of consumer behavior, play (as in sports, games, and other leisure 
activities) consitutes a particularly familiar and important type of 
consumption experience. This study investigates some phenomena 
involved in playful consumption. The results suggest that perfor- 
mance, perceived complexity, and personality-game congruity de- 
termine emotional responses and that performance itself depends 
both on previous performance and on various ability-related in- 
dividual characteristics. Though still tentative, such findings in- 
dicate an important role for the competence motive in the enjoy- 
ment of games. 

HOLBROOK, Morris B. see Anand, Punam et al. (De- 
cember 1988). 

HOLBROOK, Morris B. see Anand, Punam (September 
1990). 

HOLBROOK, Morris B. see Havlena, William J. (De- 
cember 1986). 

HOLBROOK, Morris B. see Hoffman, Donna L. (March 
1993). 

HOLBROOK, Morris B. see Moore, William L. (March 
1990). 

HOLBROOK, Morris B. see Moore, William L. (Septem- 
ber 1982). 

HOLBROOK, Morris B. see Olney, Thomas J. et al. 
(March 1991). 

HOMER, Pamela see Kahle, Lynn R. et al. (December 
1986). 

HOMER, Pamela M. see Kahle, Lynn R. (March 1985). 

HONG, Sung-Tai and Robert S. WYER, Jr. (1989), Ef- 
fects of Country-of-Origin and Product-Attribute In- 
formation on Product Evaluation: An Information 
Processing Perspective, 16 (September), 175-187. 


Four hypotheses were raised concerning the cognitive processes 
underlying the effects of country-of-origin and specific attribute 
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information on product evaluation. The country of origin not only 
had a direct influence on product evaluations, but also appeared 
to stimulate subjects to think more extensively about other product 
attribute information, augmenting the latter’s effect. Hypotheses 
concerning the influence of country of origin on the interpretation 
of other product information, the use of country of origin as a 
heuristic basis for judgments, and the influence of information 
presentation order were less able to account for the phenomena 
observed. 


HONG, Sung-Tai and Robert S. WYER, Jr. (1990), De- 
terminants of Product Evaluation: Effects of the Time 
Interval between Knowledge of a Product’s Country 
of Origin and Information about Its Specific Attri- 
butes, 17 (December), 277-288. 


Concepts related to country of origin can affect interpretation of 
information about specific product attributes. However, these effects 
are likely to be pronounced only when country of origin is conveyed 
some time before attribute descriptions, allowing a separate concept 
of the product to be formed on the basis of it. When country of 
origin and intrinsic attribute information were presented in the 
same experimental session, subjects perceived country of origin as 
simply another product attribute. When presented the day before, 
however, country of origin not only had a greater influence on 
product evaluations but affected the interpretation of attribute de- 
scriptions. 


HOOVER, Robert J. see Saegert, Joel et al. (June 1985). 


HORNIK, Jacob and Mary Jane SCHLINGER (1981), 
Allocation of Time to the Mass Media, 7 (March), 
343-355. 


This study examines the link between lifestyle, demographics, and 
media time use. Specifically, use of each medium and overall media 
time use is related to certain socioeconomic and demographic 
characteristics, psychographic dimensions, and leisure-time pur- 
suits. The pervasiveness of media time use in daily activities is 
indicated in the results. Although much media exposure is discre- 
tionary, people seem to need some minimal level of weekly media 
contact. 


HORNIK, Jacob (1984), Subjective vs. Objective Time 
Measures: A Note on the Perception of Time in Con- 
sumer Behavior, 11 (June), 615-618. 


The effect of different temporal and nontemporal cues on individ- 
uals’ time perception was observed using data on actual and per- 
ceived time in retail checkout lines. Findings suggest the importance 
of considering a time perception approach to consumer behavior. 


HORNIK, Jacob (1988), Diurnal Variation in Advertising 
Effectiveness, 14 (March), 588-591. 


This study investigates the effects of diurnal variation on immediate 
and delayed response (recall, recognition, and purchase intention) 
to television commercials. Results show that immediate recall and 
recognition decline across the day and the scores on delayed rec- 
ognition of advertisements are significantly higher in the late af- 
ternoon than in the early morning. Time-of-day had no effect on 
response to the purchase intention measure. Results are attributed 
to diurnal rhythms in individual arousal. 


HORNIK, Jacob (1992), Tactile Stimulation and Con- 
sumer Response, 19 (December), 449-458. 


Tactile behavior is a basic communication form as well as an 
expression of interpersonal involvement. This article presents three 
studies offering evidence for the positive role of casual interpersonal 
touch on consumer behavior. More specifically, it provides initial 
support for the view that tactile stimulation in various consumer 
behavior situations enhances the positive feeling for and evaluation 
of both the external stimuli and the touching source. Further, cus- 
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tomers touched by a requester tend to comply more than customers 
in no-touch conditions. Implications for consumer behavior theory 
and research are discussed. 


HORNIK, Jacob see Feldman, Laurence P. (March 1981). 


HOUSTON, Douglas A. (1983), Implicit Discount Rates 
and the Purchase of Untried, Energy-Saving Durable 
Goods, 10 (September), 236-246. 


Many consumers appear to rationally calculate the net worth of a 
household investment, but a substantial minority may lack the 
skills or alertness to perceive an investment opportunity and initiate 
analysis. Intentions to engage in complementary activities play an 
important role in the investment decision. 


HOUSTON, Michael J. see Childers, Terry L. (September 
1984). 


HOUSTON, Michael J. see Childers, Terry L. et al. (Sep- 
tember 1985). 


HOUSTON, Michael J. see Huffman, Cynthia (Septem- 
ber 1993). 


HOUSTON, Michael J. see Smith, Ruth Ann (September 
1985). 


HOVERSTAD, Ronald see Loken, Barbara (September 
1985). 


HOWARD, John A. see Laroche, Michel (March 1980). 


HOWARD, John A. see Lehmann, Donald R. et al. (De- 
cember 1974). 


HOYER, Wayne D. (1984), An Examination of Con- 
sumer Decision Making for a Common Repeat Pur- 
chase Product, 11 (December), 822-829. 


Despite the large amount of theory and research on consumer 
choice, current understanding is still at a less than desirable level— 
especially in the cases where involvement with or importance of 
the choice is low and the product is purchased frequently. The 
present paper presents a view of decision making based on the 
notion that consumers are not motivated to engage in a great deal 
of in-store decision making at the time of purchase when the prod- 
uct is purchased repeatedly and is relatively unimportant. As a 
result, consumers tend to apply very simple choice rules or tactics 
that provide a satisfactory choice while allowing a quick and ef- 
fortless decision. An empirical test of this proposition is provided 
and implications are discussed. 


HOYER, Wayne D. and Steven P. BROWN (1990), Ef- 
fects of Brand Awareness on Choice for a Common, 
Repeat-Purchase Product, 17 (September), 141-148. 


Results of a controlled experiment on the role of brand awareness 
in the consumer choice process showed that brand awareness was 
a dominant choice heuristic among awareness-group subjects. 
Subjects with no brand awareness tended to sample more brands 
and selected the high-quality brand on the final choice significantly 
more often than those with brand awareness. Thus, when quality 
differences exist among competing brands, consumers may “pay 
a price” for employing simple choice heuristics such as brand 
awareness in the interest of economizing time and effort. However, 
building brand awareness is a viable strategy for advertising aimed 
at increasing brand-choice probabilities. 


HOYER, Wayne D. see Crowley, Ayn E. (March 1994). 


HOYER, Wayne D. see Deshpande, Rohit et al. (Septem- 
ber 1986). 


HOYER, Wayne D. see Inman, J. Jeffrey et al. (June 
1990). 
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HOYER, Wayne D. see Jacoby, Jacob (March 1989). 
HUBBARD, Raymond (1978), A Review of Selected 


HUDSON, Laurel Anderson and Julie L. OZANNE 
(1988), Alternative Ways of Seeking Knowledge in 


Factors Conditioning Consumer Travel Behavior, 5 
(June), 1-21. 


The present paper reviews certain of the characteristics of the con- 
sumer’s spatial behavior. Specifically, the significance of the nearest 
center postulate, spatial indifference principle, and temporal con- 
siderations are examined, together with an assessment of the im- 
portance of retail-attraction, socioeconomic-status, and cultural- 
racial factors in conditioning travel patterns. 


HUBER, Joel (1975), Bootstrapping of Data and Deci- 


sions, 2 (December), 229-234. 


Bootstrapping is a way of improving human decisions by replacing 
raw judgments with a simple model of those judgments. Past work 
in the bootstrapping of decisions is reviewed and it is shown that 
the same technique can be used to upgrade the quality of data 
used by behavioral scientists. 


HUBER, Joel and Christopher PUTO (1983), Market 


Boundaries and Product Choice: Illustrating Attrac- 
tion and Substitution Effects, 10 (June), 31-44. 


What happens to the share of choices each item receives when the 
choice set boundaries are extended by adding a new item that is 
extremely good on one dimension but poor on the others? First, 
there is a substitution effect whereby the new item takes choice 
share mainly from similar items in the set. Second, there is an 
attraction effect resulting in a general shift of preference toward 
the added item. Experimental studies show that choice patterns 
conflict with current theoretical and common-sense ideas about 
the effect of added alternatives on choice. 


HUBER, Joel and Noreen M. KLEIN (1991), Adapting 


Cutoffs to the Choice Environment: The Effects of 
Attribute Correlation and Reliability, 18 (December), 
346-357. 


Consumers frequently simplify complex choices by setting attribute 
cutoffs, which are minimum acceptable levels that an alternative 
must possess to be considered further. We explore the extent to 
which consumers adapt these cutoffs to the choice environment. 
We show that, as the reliability of information about the attribute 
increases, consumers make more severe cutoffs (i.e., fewer attribute 
levels are acceptable). Further, positive correlations between attri- 
butes elicit more severe cutoffs than negative correlations do, and 
consumers’ expectations about the choice outcome partially me- 
diate this relationship. The format of correlational information 
also affects adaptation: consumers adapt their cutoffs when they 
are given direct information about the correlation, but not when 
they are allowed to infer the correlation from a set of alternatives. 
Overall, consumers appear to adapt to information about reliability 
and correlations, but they have difficulty assessing correlation from 
the choice environment. 


Consumer Research, 14 (March), 508-521. 


Two of the predominant approaches to gaining knowledge in the 
social sciences are the positivist and interpretive approaches. Dif- 
ferent philosophical assumptions and goals underlie both. We are 
better able to see the strengths and weaknesses in the two approaches 
by comparing and contrasting different perspectives; this juxta- 
position is essential if we are to improve the ways in which we 
study consumers. In this article, we demonstrate the influence of 
assumptions on different research processes, cite problems inherent 
in both perspectives, point out the range of positions within the 
interpretive approach, and discuss the ramifications of diverse ways 
of seeking knowledge for consumer research. 


HUETTINER, David A. see Kasulis, Jack J. et al. (De- 


cember 1981). 


HUFFMAN, Cynthia and Michael J. HOUSTON (1993), 


Goal-oriented Experiences and the Development of 
Knowledge, 20 (September), 190-207. 


This research investigates the learning that occurs throughout sev- 
eral information acquisition and choice experiences. The effects 
of three factors that may naturally vary in consumer experiences 
are studied: a consumer’s goals, how much the consumer knows 
about the product’s features prior to information acquisition and 
choice, and the content of feedback received after choice. Results 
show that the information consumers learn is organized in memory 
around the goal(s) that drives the experiences. Further, higher levels 
of prior feature knowledge result in more accurate knowledge after 
experience, but, contrary to predictions, subjects with no prior 
feature knowledge are quite adept at focusing on their goal in the 
choice process and at learning goal-appropriate information. The 
presence of feedback and its consistency with a consumer’s goal 
are also shown to affect the goal orientation and organization of 
brand and feature knowledge gained during choice experiences. 


HUI, Michael K. and John E. G. BATESON (1991), Per- 


ceived Control and the Effects of Crowding and Con- 
sumer Choice on the Service Experience, 18 (Sep- 
tember), 174-184. 


Perceived control is proposed to be a crucial variable in mediating 
the consumer’s emotional and behavioral responses to the physical 
environment and the contact personnel that constitute the service 
encounter. Results of an experimental test of this proposition con- 
firm the importance of perceived control in mediating the effects 
of two situational features of the encounter—consumer density 
(the number of consumers that are present in a service setting) and 
consumer choice (whether it is a person’s cwn decision to enter 
into, and stay in, a service situation)—on the pleasantness of the 
service experience and the consumer’s approach-avoidance re- 
sponses to the service encounter. 


HUI, Michael K. see Bateson, John E. G. (September 
HUBER, Joel, John W. PAYNE, and Christopher PUTO 1992). 


(1982), Adding Asymmetrically Dominated Alter- HUNT, Janet C. and B. F. KIKER (1981), The Effect of 


natives: Violations of Regularity and the Similarity 
Hypothesis, 9 (June), 90-98. 


An asymmetrically dominated alternative is dominated by one 
item in the set but not by another. Adding such an alternative to 
a choice set can increase the probability of choosing the item that 
dominates it. This result points to the inadequacy of many current 
choice models and suggests product line strategies that might not 
otherwise be intuitively plausible. 


HUBER, Joel see Holbrook, Morris B. (March 1979). 
HUBER, Joel see Simonson, Itamar et al. (March 1988). 


Fertility on the Time Use of Working Wives, 7 
(March), 380-387. 


By applying data from the Panel Study of Income Dynamics to a 
household utility maximization model, it was found that number 
and presence of young children tend to increase, whereas “quality” 
of children tends to decrease, the time wives devote to household 
production (including child care). 


HUNT, Shelby D. (1991), Positivism and Paradigm 


Dominance in Consumer Research: Toward Critical 
Pluralism «-“ Rapprochement, 18 (June), 32-44. 





AUTHOR INDEX 


As spirited debate continues on the appropriate philosophical and 
methodological foundations for consumer research, participants 
claim the literature has been full of misconceptions, misunder- 
standings, misrepresentations, and mischaracterizations. Through 
historical methodology, this article shows that these “misses” stem, 
at least in part, from the debate’s having been historically ill in- 
formed about the origins and fundamental beliefs of a group of 
philosophers called logical positivists. After addressing a funda- 
mental premise of the entire debate (i.e., that contemporary social 
science and consumer research are dominated by positivism), this 
article advocates critical pluralism and documents a favorable 
prognosis for rapprochement. 


HUNT, Shelby D. see Smith, Robert E. (December 1978). 
HUNTER, John E. see Danes, Jeffrey E. (June 1980). 


HUTCHINSON, J. Wesley and Joseph W. ALBA (1991), 
Ignoring Irrelevant Information: Situational Deter- 
minants of Consumer Learning, 18 (December), 
325-345. 


Three experiments examined the effects of situational factors on 
the ability to learn simple rules for classifying products and esti- 
mating prices. In each experiment, multiattribute information 
about stereo speakers was presented to subjects in a training phase. 
However, only one attribute was diagnostic. Analytic processing 
(i.e., the ability to isolate the diagnostic attribute in a subsequent 
test of product knowledge) was measured. Results showed that 
analytic processing varied significantly as a function of memory 
load, processing goals, type of information search, and the relative 
perceptual salience of product attributes. Surprisingly little holistic 
(i.e., multiattribute) processing was observed among nonanalytic 
subjects. Most of these subjects relied on a small subset of attributes, 
often placing heavy emphasis on a single nondiagnostic attribute. 


HUTCHINSON, J. Wesley see Alba, Joseph W. (March 
1987). 


HUTTON, R. Bruce and William L. WILKIE (1980), 
Life Cycle Cost: A New Form of Consumer Infor- 
mation, 6 (March), 349-360. 


This paper introduces an intuitively appealing option for consumer 
policy on the energy crisis. Results of a consumer experiment in- 
dicate that life cycle cost can be communicated, and could produce 
energy-efficient purchases yielding savings of over four billion dol- 
lars per year by 1985. 


HUTTON, R. Bruce and Dennis L. MCNEILL (1981), 
The Value of Incentives in Stimulating Energy Con- 
servation, 8 (December), 291-298. 


In the fall of 1979, the United States Department of Energy im- 
plemented the Low Cost/No Cost Energy Conservation Program 
in six New England states. Results of a consumer experiment show 
that the use of incentives significantly increased consumer response. 


HUTTON, R. Bruce, Gary A. MAUSER, Pierre FILIA- 
TRAULT, and Olli T. AHTOLA (1986), Effects of 
Cost Related Feedback on Consumer Knowledge and 
Consumption Behavior: A Field Experimental Ap- 
proach, 13 (December), 327-336. 


In 1981, the United States and Canada began a series of interna- 
tional field experiments to test the effectiveness of feedback as a 
way to encourage energy conservation. Current government studies 
show energy consumption is again on the rise after several years 
of decline. The research objective was to extend current feedback 
research by providing information formats and presentation modes 
that had not been previously tested but did represent realistic public 
policy and/or marketplace options. Results of the experiment rep- 
licated in two U.S. and two Canadian cities provide partial support 
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for feedback as a viable information technology for consumer 
learning and motivation. 


HYATT, Eva M. see Shimp, Terence A. et al. (December 
1991). 


HYATT, Eva M. see Shimp, Terence A. et al. (December 
1993). 


HYUN, Yong J. see Rothschild, Michael L. (March 1990). 


HYUN, Yong J. see Rothschild, Michael L. et al. (Sep- 
tember 1988). 


I 


INMAN, J. Jeffrey, Leigh MCALISTER, and Wayne D. 
HOYER (1990), Promotion Signal: Proxy for a Price 
Cut? 17 (June), 74-81. 


Evidence suggests that some consumers react to promotion signals 
without considering relative price information. We adopt Petty 
and Cacioppo’s Elaboration Likelihood Model (ELM) to explain 
this behavior in terms of the ELM’s peripheral route to persuasion 
in which the promotion signal is taken as a cue for a price cut. 
Experimental results show that low need for cognition individuals 
react to the simple presence of a promotion signal whether or not 
the price of the promoted brand is reduced, but that high need for 
cognition individuals react to a promotion signal only when it is 
accompanied by a substantive price reduction. 


INNIS, Daniel E. see Miniard, Paul W. et al. (September 
1992). 


ISEN, Alice M. see Kahn, Barbara E. (September 1993). 
IYER, Easwar S. see Park, C. Whan et al. (March 1989). 
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JACCARD, James see Sheluga, David A. et al. (September 
1979). 


JACCARD, James, David BRINBERG, and Lee J. ACK- 
ERMAN (1986), Assessing Attribute Importance: A 
Comparison of Six Methods, 12 (March), 463-468. 


Six methods of measuring attribute importance were evaluated for 
convergent validity. The methods were (1) an open ended elicitation 
approach, (2) an information-search approach based on Jacoby’s 
behavioral process technology, (3) direct ratings of importance, (4) 
conjoint measurement, (5) indices based on Jaccard’s subjective 
probability approach, and (6) a paired comparison approach. The 
convergent validity of importance methods was investigated for 
two product classes: birth control and cars. Results indicated rel- 
atively low levels of convergence among measures. 


JACKSON, Douglas N. see Ahmed, Sadrudin A. (March 
1979). 


JACKSON, Ralph W., Stephen W. MCDANIEL, and C. 
P. RAO (1985), Food Shopping and Preparation: 
Psychographic Differences of Working Wives and 
Housewives, 12 (June), 110-113. 


A research study is described which compared the responses of 
246 working wives and 181 housewives to several food shopping- 
and preparation-related psychographic statements. Results show 
that working wives tended to have a greater dislike for foot shopping 
and cooking that seemed to stem primarily from time considera- 
tions. Working wives also exhibited a tendency to be less concerned 





with the impact of their food shopping and preparation activities 
on other family members. 


JACKSON-BEECK, Marilyn and John P. ROBINSON 


(1981), Television Nonviewers: An Endangered Spe- 
cies? 7 (March), 356-359. 


Time use is described for adults who recorded no television viewing 
in diaries kept in conjunction with the 1975-76 University of 
Michigan national probability survey on time use. Results show 
nonviewers more active than viewers in almost all forms of activity 
involving work, child rearing, recreation, personal care, education, 
and social interaction. 


JACOBSON, Robert and Carl OBERMILLER (1990), 


The Formation of Expected Future Price: A Refer- 
ence Price for Forward-Looking Consumers, 16 
(March), 420-432. 


Among numerous possible reference prices, expected future price 
is important. A consumer’s expectation of the future price of a 
brand plays a crucial role in the decision to buy now or later. 
Failure to characterize reference price as a forward-looking concept, 
a common practice in the reference pricing literature, violates 
premises of neoclassical economic theory and leads to questionable 
modeling applications. Explicit measures of future price expecta- 
tions were obtained and used to test various models of expectations 
formation, providing insight into the effect of expected future price 
on consumers’ responses to price promotions and brand choice 
decisions. 


JACOBY, Jacob (1984), Perspectives on Information 


Overload, 10 (March), 432-435. 


JACOBY, Jacob and Wayne D. HOYER (1989), The 


Comprehension/Miscomprehension of Print Com- 
munication: Selected Findings, 15 (March), 449-457. 


We conducted a large scale, nationally representative study of the 
comprehension/miscomprehension of print communication in- 
volving 54 advertisements and 54 editorials. On average, 21.4 per- 
cent of the material was miscomprehended with an additional 15.5 
percent of “don’t know” responses. Editorial content was associated 
with slightly higher rates of miscomprehension than was advertising 
content. Except for age and amount of formal education and in- 
come, other basic sociodemographic variables appeared to be neg- 
ligibly related to miscomprehension. We discuss the implications 
of these findings. 


JACOBY, Jacob, Donald E. SPELLER, and Carol Kohn 


BERNING (1974), Brand Choice Behavior as a 
Function of Information Load: Replication and Ex- 
tension, | (June), 33-42. 


The hypothesis that finite limits exist to the amount of information 
consumers can effectively use was tested by operationalizing in- 
formation load in terms of number of brands and amount of in- 
formation per brand provided. The results of an experiment in- 
volving 192 housewives tend to confirm this hypothesis. 
Comment: Russo, 1 (December 1974), 68. 

Rejoinder: Jacoby, Speller, and Berning, 2 (September, 1975), 154. 


JACOBY, Jacob, George J. SZYBILLO, and Carol Kohn 


BERNING (1976), Time and Consumer Behavior: 
An Interdisciplinary Overview, 2 (March), 320-339. 


Despite the fact that time pervades every aspect of human behavior, 
consumer researchers have given it scant attention. Our objective 
is to stimulate much-needed conceptual and empirical attention 
regarding the relationships between time and consumer behavior. 
The approach adopted here is to review what has been published 
on the subject in the fields of economics, sociology, home eco- 
nomics, psychology, and marketing and to advance a rudimentary 
terminology appropriate for the exploration of these relationships. 
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JACOBY, Jacob, George J. SZYBILLO, and Jacqueline 
BUSATO-SCHACH (1977), Information Acquisi- 
tion Behavior in Brand Choice Situations, 3 (March), 
209-216. 


A behavioral process methodology was utilized to examine the 
amount and type of information acquired by consumers fror.: 
package panels prior to making purchase decisions. Consumers 
selected few information dimensions from larger information ar- 
rays, with brand name and price most frequently selected. Léss 
information was selected when brand name was available, perhaps 
because brand name serves as information “chunk” in consumer 
decision-making. 

JACOBY, Jacob, Robert W. CHESTNUT, and William 
SILBERMAN (1977), Consumer Use and Compre- 
hension of Nutrition Information, 4 (September), 
119-128. 


Survey data consistently find that the majority of consumers say 
they want and are willing to pay for nutrition information. The 
six studies described here suggest that most consumers neither ac- 
quire such information when making a purchase decision nor 
comprehend most nutrition information once they receive it. 


JACOBY, Jacob see Berning, Carol A. Kohn (September 
1974). 


JACOBY, Jacob see Sheluga, David A. et al. (September 
1979). 


JAIN, Arun K. (1975), A Method for Investigating and 
Representing Implicit Social Class Theory, 2 (June), 
53-59. 


This article presents an approach to identify and represent infor- 
mation about social class structures implicit in the informal de- 
scriptions of social class given by naive community members. The 
report offers a methodology, describes a pilot study, and presents 
results using the proposed methodology. 


JAIN, Arun K. see Mahajan, Vijay et al. (December 1978). 


JANISZEWSKI, Chris (1988), Preconscious Processing 
Effects: The Independence of Attitude Formation and 
Conscious Thought, 15 (September), 199-209. 


Two experiments investigate the formation of attitudes toward un- 
attended stimuli. In Experiment 1, a presentation format that en- 
courages processing at a preconscious level demonstrates that at- 
titude formation can occur independently of conscious 
consideration. Alternative theoretical explanations are offered to 
account for the purported independence of conscious thought and 
preference formation, and Experiment 2 is a test of these alter- 
natives. The results of Experiment 2 suggest that consumers use 
differential hemispheric strategies for task performance to form 
preconsciously based attitudes. A post hoc analysis is conducted 
to advance more explicit claims about the operational nature of 
the underlying preconscious processes. 


JANISZEWSKI, Chris (1990), The Influence of Print Ad- 
vertisement Organization on Affect Toward a Brand 
Name, 17 (June), 53-65. 


Three experiments demonstrate that the allocation of subconscious 
resources during the processing of ads can influence the evaluation 
of the brand names or logos included in the ads. The evaluation 
of a brand name is shown to depend on its placement relative to 
the ad’s focal information. Increases in brand name evaluation are 
attributed to matching activation—the elaborated processing of 
nonattended material in one hemisphere when the opposing hemi- 
sphere is the primary processor of the attended material. Impli- 
cations for the design and layout of print ads and for the influence 
of advertising on purchase behavior are discussed. 
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JANISZEWSKI, Chris (1993), Preattentive Mere Expo- 
sure Effects, 20 (December), 376-392. 


Mere exposure to a brand name or product package can encourage 
a consumer to have a more favorable attitude toward the brand, 
even when the consumer cannot recollect the initial exposure. This 
article provides evidence that mere exposure effects persist when 
initial exposures to brand names and product packages are inci- 
dental, devoid of any intentional effort to process the brand in- 
formation. These unintentional mere exposure effects are attributed 
to preattentive processes and are explained through hemispheric 
processing theory. 


JANISZEWSKI, Chris and Luk WARLOP (1993), The 
Influence of Classical Conditioning Procedures on 
Subsequent Attention to the Conditioned Brand, 20 
(September), 171-189. 


Three experiments are used to investigate the influence of condi- 
tioning procedures on attention to a conditioned stimulus. In ex- 
periment 1, scenes presented in a sequence that is consistent with 
prescribed conditioning procedures are shown to encourage atten- 
tion to the advertised brands in subsequent product display. Ex- 
periment 2 suggests that differential attention to conditioned brands 
can be attributed to the signaling properties the brand acquires as 
a consequence of conditioning. Evidence from a third experiment 
raises the possibility that semantic conditioning may be responsible 
for the effects observed in experiments | and 2. The findings suggest 
that current prescriptions on the use of conditioning procedures 
may need to be updated. 


JAVALGI, Rajshekhar G. see Gensch, Dennis H. (June 
1987). 


JENSEN, Thomas D. see Tripp, Carolyn et al. (March 
1994). 


JOACHIMSTHALER, Erich A. and John L. LASTOV- 
ICKA (1984), Optimal Stimulation Level—Explor- 
atory Behavior Models, 11 (December), 830-835. 


Empirical and theoretical ambiguities in Raju’s general framework 
for explaining consumer exploratory behavior are examined with 
two alternative Optimal Stimulation Level (OSL) models. Results 
from two replicated studies using causal modeling suggest that OSL 
does not act as a mediating construct. 


JOACHIMSTHALER, Erich A. see Lastovicka, John L. 
et al. (September 1987). 


JOACHIMSTHALER, Erich A. see Lastovicka, John L. 
(March 1988). 


JOHANSSON, J. K. see Goldman, Arieh (December 
1978). 


JOHANSSON, Johny K. see Erickson, Gary M. et al. 
(September 1984). 


JOHANSSON, Johny K. see Erickson, Gary M. (Septem- 
ber 1985). 


JOHN, Deborah Roedder and Catherine A. COLE (1986), 
Age Differences in Information Processing: Under- 
standing Deficits in Young and Elderly Consumers, 
13 (December), 297-315. 


Limitations in the information-processing abilities of young and 
elderly consumers have generated considerable interest among 
consumer researchers, marketing practitioners, and government 
vegulators. Most of the research in this area has concentrated on 
finding which types of deficits characterize both age groups. Little 
attention has been given to the possibility that the occurrence of 
these processing deficits may be dependent on task conditions. 
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This article proposes to provide a better understanding of the dif- 
ficulties experienced by young and elderly consumers by describing 
the basic processing deficits that characterize these age groups and 
identifying the task factors likely to affect the severity of these 
deficits. The article also relates these findings to theoretical, meth- 
odological, and managerial issues involved in studying and reacting 
to the difficulties faced by young and elderly consumers. 


JOHN, Deborah Roedder, Carol A. SCOTT, and James 
R. BETTMAN (1986), Sampling Data for Covaria- 
tion Assessment: The Effect of Prior Beliefs on Search 
Patterns, 13 (June), 38-47. 


Two experiments were conducted to investigate the effect of prior 
beliefs on consumers’ information search strategies in estimating 
covariation relationships. Consumers were asked to sample four 
sets of products to determine whether price was related or unrelated 
to quality for each one. Those consumers who believed that price 
and quality are positively related elected to sample higher-priced 
products than consumers who believed that there is little relation- 
ship between price and quality. This effect was observed across 
products, sources of prior beliefs (own experience or experimenter- 
manipulated), and costs of search. High search costs, however, also 
affected the average price of products picked for the search task, 
the range of prices sampled (Study 1), and the number of products 
chosen to decide whether price and quality were related (Study 2). 
These findings are discussed in terms of the process of covariation 
judgment persistence and consumer information search. 


JOHN, Deborah Roedder and John C. WHITNEY, Jr. 
(1986), The Development of Consumer Knowledge 
in Children: A Cognitive Structure Approach, 12 
(March), 406-417. 


This article examines developmental changes in memory structures 
to understand the development of consumer knowledge in children. 
In specific, it investigates changes in memory structures that occur 
as children of different ages acquire information about common 
purchase events. The evidence indicates that increases in the 
amount of available information result in more well-developed 
structures for older but not younger children. These findings suggest 
that older children use more sophisticated processing skills and 
strategies than younger children as they acquire additional infor- 
mation and accumulate more experience in the marketplace. 


JOHN, Deborah Roedder and Mita SUJAN (1990), Age 
Differences in Product Categorization, 16 (March), 
452-460. 


This article examines the bases children of different ages use to 
categorize products. Data from children ages 4 to 10 indicate that 
the use of perceptual attributes as a basis for categorizing products 
decreases with age, whereas the use of underlying attributes to 
categorize products increases with age. These findings provide a 
conceptual replication of earlier findings from developmental psy- 
chology. Moreover, the findings suggest that younger children’s 
failure to consider underlying attributes can be traced to common 
types of processing deficits. Theoretical implications arising from 
these observations and directions for future research are discussed. 


JOHN, Deborah Roedder see Bettman, James R. et al. 
(December 1986). 


JOHN, Deborah Roedder see also ROEDDER, Debo- 
rah L. 


JOHNSON, Eric see Morwitz, Vicki G. et al. (June 1993). 


JOHNSON, Eric J. and Robert J. MEYER (1984), Com- 
pensatory Choice Models of Noncompensatory Pro- 
cesses: The Effect of Varying Context, 11 (June), 528- 
541. 





The sensitivity of the parameters and fit of compensatory choice 
models to contextual variations in information processing strategies 
is examined. A set of predictions is derived concerning specification 
errors which may arise when a compensatory model misrepresents 
a “true,” noncompensatory choice process. These predictions are 
then tested in an experimental analysis of apartment choice be- 
havior. Logit analysis and protocol analysis are employed to assess 
how the parameters and fit of a compensatory model vary in light 
of changes in the underlying pattern of information processing 
across choice sets of differing sizes. Although attribute usage and 
parameter variation across set sizes conformed to theoretical ex- 
pectations, a hypothesized decrease in predictive accuracy was not 
supported. 


JOHNSON, Eric J. and J. Edward RUSSO (1984), Prod- 
uct Familiarity and Learning New Information, 11 
(June), 542-550. 


Does product familiarity improve shoppers’ ability to learn new 
product information? We examine an earlier study which indicated 
that greater familiarity increased learning during a new purchase 
decision. Our reanalysis confirms that the effect depends strongly 
upon decision strategy. Familiarity facilitates learning when con- 
sumers rate each alternative, but when consumers are instructed 
to choose one alternative, an “inverted u” relationship between 
familiarity and learning results. Our new analyses also show that 
consumers familiar with the product category demonstrate stronger 
brand organization for the new information. 


JOHNSON, Eric J. see Meyer, Robert J. (March 1989). 


JOHNSON, Michael D. (1984), Consumer Choice Strat- 
egies for Comparing Noncomparable Aiternatives, 
11 (December), 741-753. 


Research on consumer choice has focused on easily comparable 
alternatives, a subset of the choices consumers regularly face. This 
paper outlines the problem and two general strategies for comparing 
noncomparable alternatives, a subset of choices that has been 
overlooked in the literature. Experiments are reported that support 
use of the strategies. 


JOHNSON, Michael D. and Claes FORNELL (1987), 
The Nature and Methodological Implications of the 
Cognitive Representation of Products, 14 (Septem- 
ber), 214-228. 


A general relationship is proposed wherein more abstract attributes 
are likely to resemble continuous dimensions while more concrete 
attributes are likely to resemble dichotomous features. While some 
methodologies assume dimensional representations, others assume 
feature-based representations. This suggests that dimensional 
methods may better capture abstract product representations while 
feature-based methods may better capture concrete representations. 
The results of two studies that support both the general relationship 
and its methodological implications are reported. 


JOHNSON, Michael D. (1988), Comparability and Hi- 
erarchical Processing in Multialternative Choice, 15 
(December), 303-314. 


Consumer choice research recently moved beyond brand-based 
decisions to study the more noncomparable choices consumers 
often face. Noncomparable choice processing in choices involving 
multiple products is discussed. In Experiment 1, consumers used 
attribute-based processing at an abstract level and alternative-based 
processing at a concrete level to evaluate more noncomparable 
alternatives independent of choice set size. In Experiment 2, the 
choices from Experiment 1 were compared with choices within 
which products varied in comparability. The results suggest that 
comparability variance within a multialternative choice set facil- 
itates consumers’ use of product categories and hierarchical pro- 
cessing to eliminate choice alternatives. 
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JOHNSON, Michael D. (1989), The Differential Pro- 
cessing of Product Category and Noncomparable 
Choice Alternatives, 16 (December), 300-309. 


This article contrasts consumer choice processing of single products 
from different categories (noncomparable alternatives) with the 
processing of multiple products from different categories (product 
category alternatives). It is unclear whether choosing among single 
or multiple alternatives from different product categories will dras- 
tically affect choice processing. Theoretically, the processing of 
product categories should be more hierarchical or top-down, and 
the processing of noncomparables should be more constructive or 
bottom-up. The results reported here support the theoretical pre- 
dictions and demonstrate the perceptual and processing differences 
between the two types of choices. 


JOHNSON, Nancy Brown see Sexton, Richard J. et al. 
(June 1987). 


JOHNSON, Richard D. and Irwin P. LEVIN (1985), 
More than Meets the Eye: The Effect of Missing In- 
formation on Purchase Evaluations, 12 (September), 
169-177. 


Information integration models have generally assumed that in- 
dividuals making evaluations ignore attributes for which no in- 
formation is available. However, recent evidence indicates that 
individuals make inferences about missing information and that 
these inferences have a predictable influence on the evaluations 
being made. The present study required individuals to evaluate 
television purchases, which were described by varying amounts of 
information—the greater the amount of missing information, the 
less favorable the evaluation. The evaluations’ results are reported, 
as are the nonconfigural effects of the relationships among multiple 
attributes. Finally, the implications of this research for theory and 
marketing strategy are discussed. 


JOHNSON, Richard D. see Levin, Irwin P. (June 1984). 
JOHNSON, S. R. see Morgan, Karen J. et al. (June 1979). 


JOHNSON, Scott Lee, Robert SOMMER, and Victor 
MARTINO (1985), Consumer Behavior At Bulk 
Food Bins, 12 (June), 114-117. 


Unobtrusive observations of 592 shoppers involved in 867 inter- 
actions with bulk food bins were made in 14 supermarkets. Fre- 
quent problem behaviors included hand use to retrieve products 
and snacking. Correlational analysis suggests that the two problems 
are related and concern the in-store consumption of snack items. 

JOHNSTON, Wesley J. see Bonoma, Thomas V. (Sep- 
tember 1979). 


JOLIBERT, Alain J. P. and Gary BAUMGARTNER 
(1981), Toward a Definition of the Consumerist Seg- 
ment in France, 8 (June), 114-117. 

JUN, Sung Youl see Mazumdar, Tridib (December 1993). 

JUSTER, F. Thomas (1974), Commentary on McNeii, 1 
(December), 12-15. 


K 


KAGEL, John H. see Battalio, Raymond C. et al. (Sep- 
tember 1974). 

KAGEL, John H. see Winett, Richard A. (September 
1984). 

KAHLE, Lynn R. and Pamela M. HOMER (1985), 
Physical Attractiveness of the Celebrity Endorser: A 
Social Adaptation Perspective, 11 (March), 954-961. 





AUTHOR INDEX 


Three factors were manipulated in an advertisement for disposable 
razors: celebrity-source physical attractiveness, celebrity-source 
likability, and participant product involvement. Attitudes and 
purchase intentions changed due to celebrity-source attractiveness, 
and the results were interpreted as supporting social adaptation 
theory. 


KAHLE, Lynn R., Sharon E. BEATTY, and Pamela 


HOMER (1986), Alternative Measurement Ap- 
proaches to Consumer Values: The List of Values 
(LOV) and Values and Life Style (VALS), 13 (De- 
cember), 405-409. 


This article compares and contrasts two methods of measuring 
consumer values: the List of Values (LOV) and Values and Life 
Style (VALS). LOV apparently has some advantages: it is in the 
public domain and it relates more closely to consumer behavior. 


KAHN, Barbara, William L. MOORE, and Rashi GLA- 


ZER (1987), Experiments in Constrained Choice, 14 
(June), 96-113. 


This article examines the relative importance of a variety of factors 
in influencing hierarchical choice. In our first experiment, we test 
some implications of Tversky and Sattath’s (1979) Hierarchical 
Elimination Model (HEM) relating to a choice set in which an 
external constraint has been imposed. (An external constraint 
changes the decision process by partitioning the brands in a different 
way than the consumer naturally would.) Our experimental results 
and the theoretical predictions do not converge. While they agree 
that external partitions do affect choice probabilities, they differ 
on the nature of the effect. Next, we run a second experiment to 
test alternative explanations of our empirical results. Using these 
results, we propose managerial implications for positioning a #1 
and #2 brand. 


KAHN, Barbara E. and Rakesh K. SARIN (1988), Mod- 


eling Ambiguity in Decisions Under Uncertainty, 15 
(September), 265-272. 


We present a model for predicting consumers’ choices under con- 
ditions of uncertainty and ambiguity. We use the term ambiguity 
to distinguish the class of risky decisions for which the odds of an 
uncertain event are not precisely known. We show that our model 
predicts different decisions for individuals who are ambiguity averse, 
ambiguity seeking, or ambiguity indifferent, thus relaxing the con- 
straint imposed on preferences by subjected expected utility theory. 


KAHN, Barbara E. and Robert J. MEYER (1991), Con- 


sumer Multiattribute Judgments under Attribute- 
Weight Uncertainty, 17 (March), 508-522. 


This article examines how multiattribute impressions are formed 
in riskless choice and judgment when there is uncertainty or am- 
biguity associated with attribute-importance weights. Building on 
previous results in the modeling of ambiguity in probabilities, a 
mathematical theory of multiattribute judgments under weight 
uncertainty is developed. The theory incorporates framing effects 
for ambiguous weights in multiattribute judgments, similar to the 
gain-loss framing effects found in studies of preferences for lotteries. 
Specifically, it is shown that the importance of an attribute depends 
on whether it is seen as enhancing or preserving an expected level 
of utility in a category. The results of three experiments provide 
support for the predicted dependency of the effects of weight un- 
certainty on an attribute’s framing. The data also suggest that, 
within frames, the effects of increasing uncertainty may not be 
additive across attributes. In particular, given pairs of uncertain 
attributes with different frames, subjects acted as if they were ap- 
plying a single frame to both attributes, resulting in a common 
direction for the weight-uncertainty effect. 


KAHN, Barbara E. and Alice M. ISEN (1993), The In- 


fluence of Positive Affect on Variety Seeking among 
Safe, Enjoyable Products, 20 (September), 257-270. 
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In three brand-choice experiments executed on personal computers, 
a significant interaction was found regarding the influence of pos- 
itive affect, induced by the gift of a small bag of candy or sugarless 
gum, on variety-seeking behavior. In three food categories (crackers, 
soup, and snack foods), a positive-affect manipulation increased 
variety-seeking behavior relative to that in the control conditions, 
when circumstances did not make unpleasant or negative features 
of the items in the choice task salient. However, when a negative 
feature, such as the possibility that a product would taste bad, was 
made more salient, there was no difference in variety-seeking be- 
havior between the subjects who had received the small gift and 
the control subjects. Positive affect was also found (1) to increase 
the tendency of subjects to categorize nontypical items as belonging 
to a predefined product category, (2) to increase credibility that a 
product designed to reduce negative health effects would be suc- 
cessful, and (3) to increase variety-seeking behavior in choice sets 
containing the latter two types of items. 


KAHN, Barbara E. see Burke, Raymond R. et al. (June 
1992). 


KAHN, Barbara E. see Glazer, Rashi et al. (June 1991). 
KAKKAR, Pradeep see Bettman, James R. (March 1977). 


KALYANARAM, Gurumurthy see Kardes, Frank R. et 
al. (June 1993). 


KAMAKURA, Wagner A. and José Afonso MAZZON 
(1991), Value Segmentation: A Model for the Mea- 
surement of Values and Value Systems, 18 (Septem- 
ber), 208-218. 


This article develops a model for the measurement of human values 
that, rather than obtain aggregate measurements, identifies distinct 
value systems within a population and classifies individuals ac- 
cording to them. These value systems are inferred from the stated 
priority rankings, obtained from each individual via the Rokeach 
value survey. 


KAMAKURA, Wagner A. and Thomas P. NOVAK 
(1992), Value-System Segmentation: Exploring the 
Meaning of LOV, 19 (June), 119-132. 


Human values have been increasingly used as a basis for market 
segmentation. The list of values (LOV) is one common approach 
to segmentation: typically, marketers use the top-ranked value to 
assign consumers to segments. Although it is simple to implement, 
the top-rank approach to values segmentation conflicts with Ro- 
keach’s concept of an ordered value system, in which individual 
values are organized in the context of an overall hierarchy. This 
study uses a new measurement model that identifies latent (unob- 
served) value-system segments derived from a ranking of the LOV 
items. Higher-order value-system segments reflect the reality that 
multiple values will affect an individual’s behavior. A values map 
is also constructed, which allows dimensions underlying the value- 
system segments to be identified. Data from a national survey show 
that the resulting value-system segments and values map have face 
validity consistent with the psychological structure of human values 
recently hypothesized by Schwartz and Bilsky. 


KAMAKURA, Wagner A., Brian T. RATCHFORD, and 
Jagdish AGRAWAL (1988), Measuring Market Ef- 
ficiency and Welfare Loss, 15 (December), 289-302. 


This study presents a general methodology capable of addressing 
a number of fundamental questions in consumer policy. Are con- 
sumers paying more than the minimum price for a given bundle 
of attributes? If so, what brands cost more than the consumer 
needs to pay? What would be the degree of improvement in the 
consumer’s well being if some intervention sets the price of such 
inefficient brands at the efficient level? We apply the methodology 
to data on automobiles and several other goods and analyze the 
determinants of efficiency. 
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KANE, Julie see Brockner, Joel et al. (June 1984). 


KARDES, Frank R. (1986), Effects of Initial Product 
Judgments on Subsequent Memory-Based Judg- 
ments, 13 (June), 1-11. 


The present experiment investigates the degree to which initial 
stimulus-based judgments of a product influence subsequent 
memory-based judgments of that product. An interpolated judg- 
ment task was employed to lead respondents to make either positive 
or negative initial judgments about the target product. These early 
judgments influenced subsequent global memory-based judgments 
(the initial judgment effect). Moreover, purchase jntentions were 
more highly correlated with global memory-based judgments than 
with recall for factual information. The dual coding theory of 
memory was used to explain the results. 


KARDES, Frank R. (1988), Spontaneous Inference Pro- 
cesses in Advertising: The Effects of Conclusion 
Omission and Involvement on Persuasion, 15 (Sep- 
tember), 225-233. 


An experiment investigated the relation between inference and 
persuasion. Subjects were exposed to an ad in which presence or 
absence of conclusions and level of involvement were manipulated 
orthogonaily. Omitted conclusions were more likely to be inferred 
spontaneously in high than in low :nvolvement conditions. Further, 
when conclusions were omitted and high involvement made spon- 
taneous inference formation likely, brand attitudes were more fa- 
vorable and accessible than attitudes formed in low involvement 
conditions. Brand attitudes based on spontaneous inferences were 
as favorable and more accessible than attitudes formed in explicit 
conclusion conditions. The effects of motivation and effort on in- 
ference are discussed. 


KARDES, Frank R., Gurumurthy KALYANARAM, 


Murali CHANDRASHEKARAN, and Ronald J. 
DORNOFF (1993), Brand Retrieval, Consideration 
Set Composition, Consumer Choice, and the Pi- 
oneering Advantage, 20 (June), 62-75. 


Recent research on the pioneering advantage has shown that con- 
sumers often prefer pioneering brands to follower brands. Recent 
research on consumer choice suggests that information about 
brands is filtered through a series of sequential cognitive processes. 
This study attempts to integrate these two separate lines of research 
by investigating the effects of pioneering on each stage of the mul- 
tistage decision process. A within-subjects longitudinal experiment 
was conducted to simulate brand order of entry into a new market. 
We also developed a sequential logit model to isolate the direct 
impact of pioneering on each stage of the decision process while 
controlling for indirect effects of pioneering on previous stages. 
The results revealed that the pioneering brand (vs. followers) is 
more likely to be retrieved, considered, and selected. Moreover, 
the results revealed that consumers are more likely to bypass con- 
sideration set formation when the choice decision is simple (vs. 
complex). Theoretical and practical implications of the results are 
discussed. 


KARDES, Frank R. see Herr, Paul M. et al. (March 1991). 


KARDES, Frank R. see Sanbonmatsu, David M. (De- 
cember 1988). 


KARSON, Eric J. see Lichtenstein, Donald R. et al. (De- 
cember 1991). 


KASSARJIAN, Harold H. (1977), Content Analysis in 
Consumer Research, 4 (June), 8-18. 


The use of documentary evidence such as historical records, novels, 
existing advertisements, and photographs has been little used in 
consumer research. This paper presents an exposition of content 
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analysis methodology and, tangentially, reviews the existing studies 
in consumer behavior using this rich approach. 


Comment: Holbrook, 4 (December 1977), 176. 


KASSARJIAN, Harold H. and James R. BETTMAN 
(1982), Editorial, 9 (June), 1-3. 


KASSARJIAN, Harold H. and James R. BETTMAN 
(1983), From the Editors’ Briefcases and Blackboards, 
10 (June), iv—vi. 


KASSARJIAN, Harold H. and James R. BETTMAN 
(1984), Tenth Anniversary Editorial, 10 (March), v— 
vi. 


KASSARJIAN, Harold H. and James R. BETTMAN 
(1987), From the Editor-Elect, 13 (March), i-ii. 


KASSARJIAN, Harold H. see Nakanishi, Masao et al. 
(September 1974). 


KASULIS, Jack J., Robert F. LUSCH, and Edward F. 
STAFFORD, Jr. (1979), Consumer Acquisition Pat- 
terns for Durable Goods, 6 (June), 47-57. 


Durable goods will be the “astest growing sector of the consumer 
market in the 1980s. Through Guttman scalogram analysis, con- 
sumer acquisition patterns for twelve heterogeneous durables are 
examined. Ownership patterns are compared through split-half 
analyses, across data collected in two consecutive years, and between 
types of dwelling units. 


K.ASULIS, Jack J., David 4. HUETTNER, and Neil J. 
DIKEMAN (1981), The Feasibility of Changing 
Electricity Consumption Patterns, 8 (December), 
279-290. 


Time-of-day pricing, information feedback, group metering, ap- 
pliance stocks, and demographic variables are examined as a means 
of synchronizing the demand of residential electricity. Peak and 
off-peak power were found to be weak substitutes in this 20-month 
study. Verbal responses indicated that information feedback served 
as a reminder to schedule activities, and that group metering re- 
duced incentives. 


KATONA, George (1974), Psychology and Consumer 
Economics, | (June), 1-8. 


Psychological analysis of consumers’ spending and saving behavior 
in response to inflation, recession, or increased assets and inven- 
tories is shown to result in findings that differ from generalizations 
presented by traditional economic analysis. The paper indicates 
the usefulness of the methods applied in behavioral studies of eco- 
nomic processes. 


KATZ, Jerrold see Farley, John U. et al. (September 
1978). 


KAUFMAN, Carol Felker, Paul M. LANE, and Jay D. 
LINDQUIST (1991), Exploring More than 24 Hours 
a Day: A Preliminary Investigation of Polychronic 
Time Use, 18 (December), 392-401. 


The present exploratory study investigates the concept of poly- 
chronic time use through the development and preliminary testing 
of a proposed scale, the Polychronic Attitude Index (PAI). Poly- 
chronic time use is defined and reviewed in relation to role overload 
and household demographic characteristics. When a sample of 
consumers in New Jersey was surveyed, both the PAI and role 
overload were found to be related to different types of polychronic 
time use. Overall, this research demonstrates that the concept of 
polychronic time use contributes to our understanding of consumer 
behavior and raises questions worthy of future research. 


KAVAS, Alican see Shimp, Terence A. (December 1984). 
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KEHRET-WARD, Trudy and Richard YALCH (1984), 
To Take or Not to Take the Only One: Effects of 
Changing the Meaning of a Product Attribute on 
Choice Behavior, 10 (March), 410-416. 


It was hypothesized that for females and children under the age of 
11, the probability of choosing a unique product could be influenced 
by controlling the valence of the resulting dispositional attribution. 
A label was used to increase the availability of positive attribution 
(“I will be unique”) versus a negative one (“I will be selfish”). 
Labeled females and younger children were significantly more likely 
to choose the unique product than were their control group coun- 
terparts. 


KELLARIS, James J. and Anthony D. COX (1989), The 
Effects of Background Music in Advertising: A Reas- 
sessment, 16 (June), 113-118. 


Gorn’s (1982) pioneering article on the effects of background music 
in advertising has spurred a significant controversy and inspired 
vigorous interest in the topic. Following the recommendation of 
Allen and Madden (1985), we conducted three experiments that 
attempted to replicate Gorn’s results. Contrary to Gorn’s findings, 
there was no evidence that product preferences can be conditioned 
through a single exposure to appealing or unappealing music. 


KELLER, Kevin Lane (1987), Memory Factors in Ad- 
vertising: The Effect of Advertising Retrieval Cues 
on Brand Evaluations, 14 (December), 316-333. 


Because consumers may not make brand decisions during ad ex- 
posure, consumer memory for advertising is important. Yet, the 
cues typically available for brand decisions, such as the brand name, 
may not effectively retrieve the information, thoughts, or feelings 
stored in memory from prior ad exposure. A laboratory experiment 
showed that advertising retrieval cues (i.e., other verbal or visual 
information from the ad) facilitated access of elements from the 
ad memory trace and affected brand evaluations. Two other factors, 
competitive ad interference (i.e., the number of competing brands 
advertising within a product category) and consumers’ processing 
goals during ad exposure, also affected consumer ad memory and 
brand evaluations. 


KELLER, Kevin Lane and Richard STAELIN (1987), 
Effects of Quality and Quantity of Information on 
Decision Effectiveness, 14 (September), 200-213. 


Providing attribute information about alternatives can both help 
and hinder consumers evaluate products. We separate attribute 
information into two components: information quality and infor- 
mation quantity. We hypothesize, all else being equal, that the 
former component improves decision effectiveness while the latter 
component decreases decision effectiveness. The results of an ex- 
perimental investigation designed to estimate the marginal effects 
of these factors were compatible with these premises. In addition, 
evaluations were also found to suffer in situations where high levels 
of information quality were made available. Insights into these 
and other observed effects are suggested after exnloring the process 
by which subjects used the available information. 


KELLER, Kevin Lane and Richard STAELIN (1989), 


Assessing Biases in Measuring Decision Effectiveness 
and Information Overload, 15 (March), 510-512. 


KELLER, Kevin Lane (1991), Memory and Evaluation 
Effects in Competitive Advertising Environments, 17 
(March), 463-476. 


A laboratory experiment replicates and extends prior research on 
how competitive advertising and retrieval cues affect consumer 
memory and evaluations of brands. The number and valence of 
competing ads, presence of ad retrieval cues, and valence of target 
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ads were manipulated. A high level of competitive advertising 
varying in valence produced interference effects for recall and eval- 
uations. Ad retrieval cues offset these effects and enhanced recall 
and evaluations even when there were no competing ads. Inter- 
ference effects were more pronounced for recall of brand claims; 
cue effects were more pronounced for recall of cognitive responses 
and evaluations of the advertised brand. 


KERCKHOFF, Alan C. (1976), Patterns of Marriage and 


Family Formation and Dissolution, 2 (March), 261- 
213: 


Patterns of mate selection reflect a tendency toward homogamy. 
Childbearing patterns vary by race, socioeconomic status, and re- 
ligion, with conception control a possible reason for the variation. 
Divorce and separation occur more frequently among black and 
poor couples, and there is some evidence that nonhomogamous 
marriages are broken more often than homogamous ones. Despite 
the increased divorce rate and tendency of young people to delay 
marriage, there is little empirical support for a radical change in 
American marriage and family patterns. 


KERNAN, Jerome B. (1987), Chasing the Holy Grail: 


Reflections on ““What Is Consumer Research?”’, 14 
(June), 133-135. 


KERNAN, Jerome B. see Kleine, Robert E., III] (Decem- 
ber 1991). 


KERNAN, Jerome B. see Mizerski, Richard W. et al. 
(September 1979). 


KERNAN, Jerome B. see Unger, Lynette S. (March 1983). 
KESAVAN, R. see Srinivasan, V. (September 1976). 
KIKER, B. F. see Hunt, Janet C. (March 1981). 

KIM, Dong Ki see Graham, John L. et al. (June 1988). 
KIM, John see Herr, Paul M. et al. (March 1991). 


KIM, Young Chan see Otnes, Cele et al. (September 
1993). 


KINNEAR, Thomas C. see Labay, Duncan G. (December 
1981). 


KINSEY, Jean (1981), Determinants of Credit Card Ac- 
counts: An Application of Tobit Analysis, 8 (Sep- 
tember), 172-182. 


Tobit analysis was used to examine the relative importance of 
household characteristics in determining the number of credit card 
accounts per household. Results supported theoretical predictions 
that households whose time was the most valuable would be most 
likely to have credit card accounts. This study suggests that Tobit 
analysis is useful for a broad range of consumer behavior studies. 


KIRMANI, Amna and Peter WRIGHT (1989), Money 
Talks: Perceived Advertising Expense and Expected 
Product Quality, 16 (December), 344-353. 


Does the perceived expense of a new product’s advertising campaign 
influence expectations about the product’s quality? This article 
conceptualizes the process by which perceived advertising expense 
acts as a cue to quality. Results from six experiments indicate that 
under some conditions, knowledge of cost-related campaign ele- 
ments can evoke advertising expense inferences that influence 
quality predictions, and these inferences may be spontaneous. 


KIRMANI, Amna (1990), The Effect of Perceived Ad- 


vertising Costs on Brand Perceptions, 17 (Septem- 
ber), 160-171. 


How, why, and when consumers use their perceptions of advertising 
costs as cues to a new brand’s quality-related attributes is examined. 





It is proposed that consumers perceive advertising costs as devia- 
tions from expectations about typical costs in the product category. 
Perceived costs are hypothesized to affect brand perceptions in an 
inverted-U fashion, with extremely high costs leading to negative 
perceptions. The level of involvement and informativeness of ad 
content moderate this relationship. An experiment in which subjects 
are exposed to an ad for a new product provides evidence for the 
proposed model. 


KIRMANI, Amna see Boulding, William (June 1993). 
KISER, Clyde V. (1979), Comment on “Fertility as Con- 


sumption. . .” by Richard P. Bagozzi and M. 
Frances Van Loo, 5 (March), 284-287. 


KISIELIUS, Jolita and Brian STERNTHAL (1986), Ex- 


amining the Vividness Controversy: An Availability- 
Valence Interpretation, 12 (March), 418-431. 


The effect of vividness on attitudinal judgments is a controversial 
issue. Experimental evidence indicates that vividness often has no 
effect on attitudinal judgments; however, there is also evidence 
that vividness can enhance or undermine the favorableness of at- 
titudinal judgments. In this article, the authors introduce the avail- 
ability-valence hypothesis to predict and explain the effects of viv- 
idness and to account for the frequent observation of a null effect. 


KLEIN, David M. see Scott, Cliff et al. (March 1990). 
KLEIN, Noreen M. and Stewart W. BITHER (1987), An 


Investigation of Utility-Directed Cutoff Selection, 14 
(September), 240-256. 


Although the use of cutoffs in heuristic decision strategies has been 
widely discussed, few studies have attempted to identify which 
cutoffs will be used in a particular decision. In this article it is 
proposed that decision makers choose cutoffs that maximally dis- 
criminate retained and rejected alternatives in terms of utility. Thus, 
cutoff selection is influenced by the utility structures that the de- 
cision maker has for salient attributes of the alternatives. A model 
is tested in which cutoffs are assumed to be positioned where the 
difference in utility between the two attribute levels that span the 
cutoff is greatest. Utilities are measured by conjoint analysis and 
cutoffs are identified by concurrent protocols. The proposed re- 
lationships are generally supported; however, the nature of the 
errors in the model’s predictions suggests a modification in which 
cutoff placement is more conservative. A second model with more 
conservative cutoffs is shown to work well in specific decisions, 
but does not generally predict cutoffs better than the original model. 
In addition, the outcomes from heuristic choice processes were 
often optimal. Decision makers who use cutoffs may select them 
rationally, with the expectation of making the best choice as well 
as simplifying a decision. 


KLEIN, Noreen M. and Manjit S. YADAV (1989), Con- 


text Effects on Effort and Accuracy in Choice: An 
Enquiry into Adaptive Decision Making, 15 (March), 
411-421. 


Previous research suggests that context variables may have strong 
effects on choice accuracy, but little is known about consumers’ 
awareness of context or strategic response to changes in choice 
context. In this study, increasing the number of dominated alter- 
natives significantly improved choice accuracy and reduced choice 
effort. Unobtrusive measures show that decision makers simplified 
the choice sets less when there were more dominated alternatives. 
The findings support the importance of context; several relation- 
ships between choice process and outcomes were context specific. 
Decision makers may rely on relatively simple forms of feedback 
about the choice context as they go through the choice process, 
rather than systematically assessing it prior to strategy selection. 


KLEIN MOORE, Noreen see Bennett, Peter D. (Decem- 


ber 1981). 
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KLEIN, Noreen M. see Huber, Joel (December 1991). 


KLEINE, Robert E., III and Jerome B. KERNAN (1991), 
Contextual Influences on the Meanings Ascribed to 
Ordinary Consumption Objects, 18 (December), 
311-324. 


Although the perception of contextualized objects pervades our 
everyday experiences, the literature provides little insight into how 
consumers ascribe meaning to contextualized products or indeed 
into what meaning is. We address this gap in the literature by 
providing a conceptualization of consumption-object meaning and 
an a priori model for measuring it. An experiment tested several 
hypotheses concerning how the kind and amount of context affects 
the meanings people ascribe to ordinary consumption objects (and 
the labels that they use to identify those meanings). Overall, the 
findings support the proposed conceptualization. 


KLEINE, Susan Schultz see Allen, Chris T. et al. (March 
1992). 


KLIPPEL, R. Eugene see Mazis, Michael B. et al. (June 
1975). 


KLUGE, E. Alan see Helgeson, James G. et al. (March 
1984). 


KOHOUT, Frank J. see Rudd, Joel (December 1983). 


KOLBE, Richard H. and Melissa S. BURNETT (1991), 
Content-Analysis Research: An Examination of Ap- 
plications with Directives for Improving Research 
Reliability and Objectivity, 18 (September), 243-250. 


This article provides an empirical review and synthesis of published 
studies that have used content-analysis methods. Harold Kassar- 
jian’s critical guidelines for content-analysis research were used to 
examine the methods employed in 128 studies. The guidelines 
were expanded by providing an empirical investigation of multiple 
dimensions of objectivity. Reliability issues were also assessed by 
examining factors central to the replication and interjudge coef- 
ficient calculations. The findings indicate a general need for im- 
provement in the application of content-analysis methods. Sug- 
gestions for calculating reliability coefficients and for improving 
the objectivity and reliability of research are offered. 


KOLETSKY, Susan see Foikes, Valerie S. et al. (March 
1987). 


KONAKAYAMA, Akira see Sexton, Richard J. et al. 
(June 1987). 


KOPALLE, Praveen K. and Donna L. HOFFMAN 
(1992), Generalizing the Sensitivity Conditions in an 
Overall Index of Product Quality, 18 (March), 530- 
535. 


The issue of the sensitivity of weighted linear composites to attri- 
bute-importance weights has attracted researchers from various 
disciplines, including marketing, psychology, and statistics. At issue 
is how sensitive a weighted scale is to a particular choice of weights. 
Scale sensitivity is defined by a negative correlation between two 
scales. By considering the general case of n attributes and using an 
algebraic approach, we specify the precise sufficiency conditions 
under which two scales will correlate negatively and thus be sensitive 
to the weights chosen. These sensitivity conditions are derived in 
the context of the computation of an overall product-quality scale, 
which is simply a special case of the general multiattribute problem. 
We illustrate these conditions for the case of two quality scales 
using examples from Test (from 1983), a German magazine similar 
to Consumer Reports, and from Places Rated Almanac (from 1987). 


KOSLOW, Scott, Prem N. SHAMDASANT, and Ellen E. 
TOUCHSTONE (1994), Exploring Language Effects 
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in Ethnic Advertising: A Sociolinguistic Perspective, 
20 (March), 575-585. 


The authors apply sociolinguistic theories of accommodation to 
investigate how consumers in a minority subculture respond to 
the use of their ethnic language in advertising. Specifically, Hispanic 
consumers’ responses to the varying degrees of Spanish-language 
usage in print advertising were examined. It was found that the 
effects of Spanish usage in advertising can be usefully explained 
by accommodation theory. Spanish-language advertising increased 
Hispanic consumers’ perception of advertiser sensitivity to Hispanic 
culture and people, and this perception in turn enhanced affect 
toward the advertisements. Yet, after controlling for perceived ad- 
vertiser sensitivity, it was also found that advertising exclusively 
in Spanish decreased affect toward the advertisement. This finding 
may be interpreted to mean that though Spanish-language adver- 
tising appears to signal solidarity with the Hispanic community, 
exclusive use of Spanish in advertising may arouse Hispanic in- 
securities about language usage. Implications for future research 
and theory on language choice and usage in communication to 
consumer subcultures are discussed. 


KOURILSKY, Marilyn and Trudy MURRAY (1981), 


The Use of Economic Reasoning to Increase Satis- 
faction with Family Decision Making, 8 (September), 
183-188. 


This study examines whether parents and youngsters can be taught 
to apply economic reasoning to everyday family decisions, and 
whether such application increases their satisfaction with the de- 
cision-making process. The results show that instructional media- 
tion increases levels of economic reasoning in family budgetary 
decisions, which in turn increases the level of children’s and parents’ 
satisfaction with the decision-making process. 


KRASNER, Leonard see Battalio, Raymond C. et al. 


(September 1974). 


KRISHNAMURTHI, Lakshman (1983), The Salience of 


Relevant Others and Its Effect on Individual and 
Joint Preferences: An Experimental Investigation, 10 
(June), 62-72. 


This article offers an approach to joint decision making that is an 
extension of the key informant approach. MBAs and their house- 
hold partners were either prompted to or told not to take each 
other into consideration in stating their preferences for MBA jobs. 
The household partners came significantly closer to representing 
the joint position as a result of the prompt than did the MBAs; 
they were also more accurate in their perception of the other group’s 
preferences. It is concluded that a key informant’s awareness that 
a decision is joint does not by itself enhance his/her accuracy in 
predicting joint preferences; rather, accuracy depends on a key 
informant’s knowledge of the other’s preferences. 


KRISHNAMURTHI, Lakshman, Tridib MAZUMDAR, 


and S. P. RAJ (1992), Asymmetric Response to Price 
in Consumer Brand Choice and Purchase Quantity 
Decisions, 19 (December), 387-400. 


The study investigates whether consumers exhibit asymmetry (i.e., 
different sensitivity) to negative (“loss”) and positive (“‘gain’’) dif- 
ferences between the reference price and the purchase price in 
brand choice and purchase quantity decisions. Using panel data 
for two frequently purchased products with three brands in each 
product category, we find that consumers loyal to a brand (“loyals”) 
respond to gain and loss with the same sensitivity in brand choice 
decisions. However, consumers not loyal to any brand (“switchers”) 
respond more strongly to gains than to losses. In purchase quantity 
decisions, brand-loyal consumers are found to respond asymmet- 
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Results indicate several advantages for using cognitive measures 
to describe the physical separation of retail locations. 


MACKAY, David see Barff, Richard et al. (March 1982). 


MACKENZIE, Scott B. (1986), The Role of Attention in 
Mediating the Effect of Advertising on Attribute Im- 
portance, 13 (September), 174-195. 


Two experiments were designed to test the hypothesis that the 
amount of attention drawn to an attribute by an advertisement 
mediates the effect of advertising on attribute importance. The 
first experiment manipulated the amount of attention given to an 
attribute in an advertisement and found this to have an impact 
on the importance of the attribute. The second experiment ma- 
nipulated the concreteness of an advertisement’s copy mentioning 
the attribute, the relevance of the ad’s picture, and the number of 
repetitions of the ad, and found that attention mediated the impact 
of textual concreteness on attribute importance, but that picture 
relevance and repetition were not related to attention or impor- 
tance. 


MACKENZIE, Scott B. and Richard A. SPRENG (1992), 
How Does Motivation Moderate the Impact of Cen- 
tral and Peripheral Processing on Brand Attitudes 
and Intentions? 18 (March), 519-529. 


This study examined how motivation moderates the impact of 
central and peripheral processing on the formation of brand atti- 
tudes and purchase intentions in an advertising pretest setting. The 
results indicate that increasing motivation to evaluate an advertised 
brand through the manipulation of consumer processing goals (1) 
increases the impact of central brand processing on brand attitudes 
and decreases the impact of a peripheral cue on brand attitudes, 
primarily by influencing the strengths of the relations among these 
constructs rather than by influencing their mean levels, (2) has no 
effect on the impact of the peripheral cue on brand cognitions, 
and (3) increases the impact of brand attitudes on purchase inten- 
tions by strengthening the attitude-intention relation and by in- 
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creasing brand attitudes directly. The theoretical and practical im- 
plications of these findings are discussed. 


MACKLIN, M. Carole (1987), Preschoolers’ Under- 
standing of the Informational Function of Television 
Advertising, 14 (September), 229-239. 


Two studies were conducted to examine preschoolers’ understand- 
ing of the relationship between television advertising and the buying 
process. Advertising’s role in the relationship is described as serving 
an “informational” function for the viewer, which is distinct from 
the seller’s “persuasive” one. Two nonverbal measures were de- 
veloped to measure children’s understanding of the former. Study 
1 (n = 120) involved a game in which children tapped their re- 
sponses on a game board. Study 2 (n = 45) required preschoolers 
to enact purchase behavior. A minority of older preschoolers were 
successful in completing the tasks. It is argued that nonverbal tasks 
are appropriate for use with young children who are linguistically 
limited and that such techniques should be used to assess children’s 
abilities in a commercial context. 


MACLACHLAN, Douglas L. see Vanden Abeele, Piet 
(March 1994). 


MADDEN, Thomas J. see Allen, Chris T. (December 
1985). 


MADDEN, Thomas J. see Dillon, William R. et al. (Sep- 
tember 1983). 


MADDOX, R. Neil (1981), Two-Factor Theory and 
Consumer Satisfaction: Replication and Extension, 
8 (June), 97-102. 


A replication of Swan and Combs’ (1976) study of satisfaction 
with clothing, using a larger and more heterogeneous sample, is 
reported. Results show only mixed support for the two-factor notion 
advanced in the original article. Implications are illustrated using 
the concept of product value. 


MAGER, John see Helgeson, James G. et al. (March 
1984). 


MAGRABI, Frances M., Jean L. PENNOCK, W. Ken- 
neth POOLE, and J. Valley RACHAL (1975), An 
Index of the Economic Welfare of Rural Families, 2 
(December), 178-187. 


Total money value of goods and services consumed in a year is 
proposed as a measure of economic welfare, together with a short, 
easily administered index for estimating this value. 


MAHAJAN, Vijay, Arun K. JAIN, and Brian T. 
RATCHFORD (1978), Use of Binary Attributes in 
the Multiplicative Competitive Interactive Choice 
Model, 5 (December), 210-215. 


MAHESWARAN, Durairaj and Brian STERNTHAL 
(1990), The Effects of Knowledge, Motivation, and 
Type of Message on Ad Processing and Product 
Judgments, 17 (June), 66-73. 


We examined the effects of knowledge, motivation, and the type 
of message on ad processing and on product judgments. The data 
suggest that, regardless of subjects’ prior knowledge, they could be 
motivated to process message information in detail. However, ex- 
perts and novices differed in the types of information that prompted 
detailed message processing. Experts are more likely to process a 
message in detail when given only attribute information, while 
novices are more likely to do so when given benefit (or benefit and 
attribute) information. Experts and novices also differed in how 
they processed messages: experts’ detailed message processing was 
evaluative, while novices’ was more literal. 
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MAHESWARAN, Durairaj see Meyers-Levy, Joan (June 
1991). 


MAHESWARAN, Durairaj see Meyers-Levy, Joan (De- 
cember 1992). 


MALHOTRA, Naresh K. (1982), Information Load and 
Consumer Decision Making, 8 (March), 419-430. 


In an experimental investigation of the effects of information load 
on consumer decision making, respondents experienced infor- 
mation overload when they were provided with 10, 15, 20, or 25 
choice alternatives or with information on 15, 20, or 25 attributes. 
Alternative measures of the dependent variable yielded similar re- 
sults, thus enhancing confidence in these findings. 

Comment: Jacoby, 10 (March 1984), 432-435. 

Rejoinder: Malhotra, 10 (March 1984), 436-440. 

MALHOTRA, Naresh K. (1983), On “Individual Differ- 
ences in Search Behavior for a Nondurable,” 10 
(June), 125-131. 

MALHOTRA, Naresh K. (1984), Reflections on the In- 
formation Overload Paradigm in Consumer Decision 
Making, 10 (March), 436-440. 

MALHOTRA, Naresh K. see Etgar, Michael (September 
1981). 

MANO, Haim and Richard L. OLIVER (1993), Assessing 
the Dimensionality and Structure of the Consump- 


tion Experience: Evaluation, Feeling, and Satisfac- 
tion, 20 (December), 451-466. 


This article examines the underlying dimensionality of three aspects 
of the postconsumption experience—product evaluation, product- 


elicited affect, and product satisfaction. In addition, the article in- 
tegrates these concepts through a suggested causal framework. Stu- 
dents evaluated either a high- or a low-involvement product in 
current use, reported affective responses evoked by it, and assessed 
their levels of product-derived satisfaction. Analysis shows that 
two primary dimensions of product evaluation—utilitarian and 
hedonic judgment—can be viewed as causally antecedent to two 
dimensions of affect-pleasantness and arousal—and to product 
satisfaction. Implications of the conceptual framework and em- 
pirical findings for the study of consumption events are discussed. 


MARKUS, Hazel see Zajonc, R. B. (December 1985). 


MARKUS, Hazel see Zajonc, Robert B. (September 
1982). 


MARMORSTEIN, Howard, Dhruy GREWAL, and 
Raymond P. H. FISHE (1992), The Value of Time 
Spent in Price-Comparison Shopping: Survey and 
Experimental Evidence, 19 (June), 52-61. 


The value that consumers place on time spent in price-comparison 
shopping is central to the economics of information theory and 
models of consumers’ search behavior. Yet few empirical studies 
have examined consumers’ subjective value of time. Building on 
Gary Becker’s work, this article presents two tests of a model of 
the subjective value of time. In an effort to explain consumers’ 
subjective value of time while they are price-comparison shopping, 
the model introduces perceived enjoyment of shopping as a new 
explanatory variable. The findings reveal that respondents incor- 
porate both wage rates and perceived enjoyment of price-compar- 
ison shopping into their subjective value of time. 


MARMORSTEIN, Howard see Alba, Joseph W. (June 
1987). 


MARMORSTEIN, Howard see Lynch, John G., Jr. et al. 
(September 1988). 
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MARTIN, Ingrid M. see Folkes, Valerie S. et al. (Decem- 
ber 1993). 


MARTINO, Victor see Johnson, Scott Lee et al. (June 
1985). 


MASON, Charlotte H. see Lefkoff-Hagius, Roxanne (June 
1993). 


MASON, J. Barry see Bearden, William O. (September 
1980). 


MATHEWS, H. Lee see Wilson, David T. et al. (March 
1975). 


MATULICH, Erika see Moorman, Christine (September 
1993). 


MAUSER, Gary A. see Hutton, R. Bruce et al. (December 
1986). 


MAYER, Robert see Belk, Russell et al. (March 1984). 


MAYER, Robert N. (1976), The Socially Conscious Con- 
sumer—Another Look at the Data, 3 (September), 
113-115. 


Several researchers have attempted to construct models of the so- 
cially and ecologically conscious consumer and subject them to 
empirical test, but results have been largely disappointing. The 
author looks at the most recent of these attempts and uses its “‘neg- 
ative” findings to construct a model which is more sensitive to the 
political dimensions of consumption activities. 


MAYER, Robert N. see Belk, Russell W. et al. (June 
1982). 


MAYER, Robert N. see Nicosia, Francesco M. (Septem- 
ber 1976). 


MAYHEW, Glenn E. and Russell S. WINER (1992), An 
Empirical Analysis of Internal and External Refer- 
ence Prices Using Scanner Data, 19 (June), 62-70. 


Single-source yogurt data are used to examine whether both internal 
and external reference prices affect purchase decisions. Internal 
reference prices are memory-resident prices based on actual, fair, 
or other price concepts. External reference prices are observed 
stimuli, such as “regular prices,” that stores may display along 
with a sale price for comparability. Discrete choice models with 
variables representing the two types of reference prices are esti- 
mated, and both types of variables are found to have significant 
effects on purchase probabilities. This suggests that consumers may 
use multiple reference points in evaluating price in purchase de- 
cisions. In addition, a model using an indicator of a sale price 
discount explains purchase probabilities as well as one that models 
the actual discount, which suggests that consumers may be reacting 
to the indication of savings rather than to the amount of the dis- 
count. 


MAZIS, Michael B., Olli T. AHTOLA, and R. Eugene 
KLIPPEL (1975), A Comparison of Four Multi-At- 
tribute Models in the Prediction of Consumer Atti- 
tudes, 2 (June), 38-52. 


Three experiments were conducted on the predictability of four 
multi-attribute models. Results support using the “adequacy” for- 
mulation over the Fishbein and Rosenberg models if the investi- 
gator’s goal is maximization of explained variance. The utility of 
eliciting salient beliefs and the nonequivalence of value and prom- 
inence components is shown also. 


MAZIS, Michael B. see Beales, Howard et al. (June 1981). 

MAZUMDAR, Tridib and Sung Youl JUN (1993), Con- 
sumer Evaluations of Multiple versus Single Price 
Change, 20 (December), 441-450. 





This article examines how consumer evaluations of multiple price 
changes differ from the evaluation of a single price change of an 
equal amount. Consistent with R. Thaler’s theory about segregation 
versus integration of gains and losses, we find that multiple price 
decreases are evaluated more favorably than a single price decrease 
and multiple price increases are evaluated more unfavorably than 
a single price increase. However, these effects are moderated by 
consumer price uncertainty and relative magnitude of the prices 
being evaluated. Because price-uncertain consumers consider higher 
ranges of prices acceptable, they are less unfavorable to multiple 
price increases and more favorable to multiple price decreases than 
certain consumers. Moreover, when the magnitude of one price is 
very smali relative to other prices, consumers’ preference for mul- 
tiple price decreases (relative to a single price decrease) is reduced. 
However, this effect is not found when there are price increases. 


MAZUMDAR, Tridib see Krishnamurthi, Lakshman et 
al. (December 1992). 


MAZURSKY, David and Yaacov SCHUL (1988), The 
Effects of Advertisement Encoding on the Failure to 
Discount Information: Implications for the Sleeper 
Effect, 15 (June), 24-36. 


The study examines the impact of encoding of product information 
on temporal changes in product attitudes following exposure to 
discounting appeals. The sleeper effect, which is manifested by 
increased message effectiveness over time, was observed in two 
replications when participants were induced to encode the message 
elaboratively. Under this condition, consumers were guided to 
imagine themselves consuming the advertised products while 
viewing the ads. The sleeper effect was not observed, however, 
when consumers were not induced to elaborate on and integrate 
message information (Experiment 1) or when the request to imagine 
themselves using the products was delivered after the discounting 
cue was conveyed (Experiment 2). These findings support a model 
that postulates that the magnitude of the sleeper effect is influenced 
by the relative availability of the product information and the dis- 
counting cue appeal. Additional mediating mechanisms are ex- 
plored and discussed. 


MAZURSKY, David see Schul, Yaacov (March 1990). 


MAZZON, José Afonso see Kamakura, Wagner A. (Sep- 
tember 1991). 


MCALISTER, Leigh (1979), Choosing Multiple Items 
from a Product Class, 6 (December), 213-224. 


By focusing on consumer preference for single items, researchers 
have implicitly assumed that product choices are made indepen- 
dently of each other. For many product classes (e.g., magazines, 
stereo albums, liquor in a home bar) that assumption is implausible. 
“Balancing” or “rounding out” a group of items implies dependence 
among selections. Models incorporating this dependence are con- 
structed and tested. 


MCALISTER, Leigh and Edgar PESSEMIER (1982), 
Variety Seeking Behavior: An Interdisciplinary Re- 
view, 9 (December), 311-322. 


A taxonomy of varied behavior is offered to structure research 
findings pertaining to the various phenomena termed “variety 
seeking.” The literature is reviewed within that framework. Seem- 
ingly disparate research traditions, one viewing the phenomenon 
as inexplicable, the other attempting explanation, are shown to be 
converging. A model encompassing current research is proposed 
and its parameters scrutinized. 


MCALISTER, Leigh (1982), A Dynamic Attribute Satia- 


tion Model of Variety-Seeking Behavior, 9 (Septem- 
ber), 141-150. 


This paper presents a model of individual consumer choice for 
separate choice occasions. Contrary to the notion that each choice 
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is essentially independent of its predecessors, dependence is pro- 
posed as the key to variety-seeking behavior. As an individual’s 
consumption history evolves, the pattern of attribute accumulations 
changes, leading to preference for items rich in different attributes 
at different points in time. The model is operationalized using soft 
drink consumption diaries, and predicts choices better than a model 
that ignores choice dependence. 


MCALISTER, Leigh see Inman, J. Jeffrey et al. (June 
1990). 


MCCANN, John M. see Craig, C. Samuel (September 
1978). 


MCCARTHY, Michael S. see Heath, Timothy B. et al. 
(March 1994). 


MCCORMICK, William C. see Lambert, Zarrel V. et al. 
(June 1980). 


MCCRACKEN, Grant (1986), Culture and Consump- 
tion: A Theoretical Account of the Structure and 
Movement of the Cultural Meaning of Consumer 
Goods, 13 (June), 71-84. 


Cultural meaning in a consumer society moves ceaselessly from 
one location to another. In the usual trajectory, cultural meaning 
moves first from the culturally constituted world to consumer goods 
and then from these goods to the individual consumer. Several 
instruments are responsible for this movement: advertising, the 
fashion system, and four consumption rituals. This article analyzes 
the movement of cultural meaning theoretically, showing both 
where cultural meaning is resident in the contemporary North 
American consumer system and the means by which this meaning 
is transferred from one location in this system to another. 


MCCRACKEN, Grant (1989), Who Is the Celebrity En- 
dorser? Cultural Foundations of the Endorsement 
Process, 16 (December), 310-321. 


This article offers a new approach to celebrity endorsement. Pre- 
vious explanations, especially the source credibility and source at- 
tractiveness models, are criticized, and an alternative meaning 
transfer model is proposed. According to this model, celebrities’ 
effectiveness as endorsers stems from the cultural meanings with 
which they are endowed. The model shows how meanings pass 
from celebrity to product and from product to consumer. The 
implications of this model for our understanding of the consumer 
society are considered. Research avenues suggested by the model 
are also discussed. 


MCCULLOUGH, James see Cote, Joseph A. et al. (Sep- 
tember 1985). 


MCDANIEL, Stephen W. see Jackson, Ralph W. et al. 
(June 1985). 


MCDOUGALL, Gordon H. G., John D. CLAXTON, J. 
R. Brent RITCHIE, and C. Dennis ANDERSON 
(1981), Consumer Energy Research: A Review, 8 
(December), 343-354. 


MCDOUGALL, Gordon H. G. see Ritchie, J. R. Brent 
et al. (December 1981). 


MCEWEN, William J. (1978), Bridging the Information 
Gap, 4 (March), 247-251. 


Results from a comprehensive mail survey of pane! member 
households reveal a profile of those who do and do not use available 
toll-free telephone consumer information services. This profile, 
when compared to another subscriber/seeker profile, suggests the 
importance of information packaging: channel availability differ- 
ences and communication-skill barriers are insufficient to account 
for the differences between seekers and nonseekers. 
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MCGILL, Ann L. and Punam ANAND (1989), The Effect 


of Vivid Attributes on the Evaluation of Alternatives: 
The Role of Differential Attention and Cognitive 
Elaboration, 16 (September), 188-196. 


The differential attention model and the cognitive elaboration 
model suggest vivid information has certain properties that exert 
greater influence on attitudinal judgments than does nonvivid in- 
formation. To test these models, subjects evaluated alternatives 
described in terms of vivid and nonvivid attributes and elaborated 
on the material in high and low elaboration conditions. Our results 
demonstrate disproportionate influence for vivid versus nonvivid 
attributes included in the same description only in the high elab- 
oration condition. Findings suggest that cognitive elaboration may 
be a necessary condition to produce an effect for vividness on 
attitudes. 


MCGRATH, Joseph E. and David BRINBERG (1983), 


External Validity and the Research Process: A Com- 
ment on the Calder/Lynch Dialogue, 10 (June), 115- 
124. 


MCGUIRE, William J. (1976), Some Internal Psycho- 


logical Factors Influencing Consumer Choice, 2 
(March), 302-319. 


The directive, information-processing aspects of the personality 
are described in terms of eight successive steps: exposure, percep- 
tion, comprehension, agreement, retention, retrieval, decision 
making, and action. Each of these steps is illustrated by recent 
psychological research. The dynamic, motivational aspect of human 
personality is described more briefly in terms of 16 basic human 
motives that have received attention in recent psychological re- 
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uses multiple perspectives and methods within a framework of 
critical pluralism to investigate advertising resonance. Semiotic 
text analyses, a content analysis of contemporary magazine ads, 
two experiments, and phenomenological interviews combine to 
yield insights into the operation, prevalence, impact, and experience 
of resonance. Specifically, the two experiments show that manip- 
ulation of resonance produces positive treatment effects in three 
domains: liking for the ad, brand attitude, and unaided recall of 
ad headlines. These effects appear contingent on subjects’ successful 
decoding of resonance and their tolerance for ambiguity (an in- 
dividual difference variable). Implications for future research on 
resonance and for the use of critical pluralism in consumer ad- 
vertising research are discussed. 


MCQUEEN, Josh see Deighton, John et al. (December 


1989). 


MCSWEENEY, Frances K. and Calvin BIERLEY (1984), 


Recent Developments in Classical Conditioning, | 1 
(September), 619-631. 


The present paper examines the implications of recent develop- 
ments in classical conditioning for consumer research. It discusses 
the finding that the conditioned response need not resemble the 
unconditioned response, and that the conditioned stimulus must 
predict but not necessarily precede the unconditioned stimulus for 
conditioning to occur. The paper also considers the implications 
of several situations in which classical conditioning may unex- 
pectedly fail to occur, several of the characteristics of classically 
conditioned behavior, and the role of awareness in conditioning. 


MCSWEENEY, Frances K. see Bierley, Calvin et al. (De- 


cember 1985). 


search. MEHRABIAN, Albert see Russell, James A. (June 1976). 
MCLEOD, Jack M. (1974), Commentary on Ward, | 


MEHTA, Raj and Russell W. BELK (1991), Artifacts, 
Identity, and Transition: Favorite Possessions of In- 
dians and Indian Immigrants to the United States, 


(September), 16-17. 
MCNEIL, John (1974), Federal Programs to Measure 


Consumer Purchase Expectations, 1946-1973: A 
Post-Mortem, 1 (December), 1-10. 


In early 1973, the Bureau of the Census announced the discontin- 
uation of the Survey of Consumer Buying Expectations. The Bureau 
of the Census had conducted quarterly surveys of buying plans 
since January 1959; first, through the Quarterly Survey of Con- 
sumer Buying Intentions (QSI) and, since 1967, through the Survey 
of Consumer Buying Expectations (CBE). This article describes 
the development of the Federal program and summarizes the ev- 
idence that led to the decision to discontinue the program. 
Comments: Adams, 1 (December 1974), 11. Juster, 1 (December 
1974), 12. 

Rejoinder: McNeil, 1 (March 1975), 67. 


MCNEILL, Dennis L. and William L. WILKIE (1979), 


Public Policy and Consumer Information: Impact of 
the New Energy Labels, 6 (June), 1-11. 


Through a series of experimental tasks this study investigates two 
questions about the federal labeling program for home appliances: 
(1) the likely impact of the labels on consumers; and (2) the relative 
effect of alternative information formats. Results indicate that the 
labels can communicate useful information, but, by themselves, 
do not produce significant behavioral change. 


MCNEILL, Dennis L. see Hutton, R. Bruce (December 


1981). 


MCQUARRIE, Edward F. and David Glen MICK (1992), 


On Resonance: A Critical Pluralistic Inquiry into 
Advertising Rhetoric, 19 (September), 180-197. 


Print ads exhibit resonance when they combine wordplay with a 
relevant picture to create ambiguity and incongruity. This article 


17 (March), 398-411. 


The things to which we are attached help to define who we are, 
who we were, and who we hope to become. These meanings are 
likely to be especially salient to those in identity transitions. In this 
study we examine such meanings by comparing favorite possessions 
of Indians in India and Indians who immigrated to the United 
States. Because the Indian sense of self differs considerably from 
Western concepts, these immigrants provide an interesting and 
important group in which to examine the use of possessions in 
securing identity. Results suggest that possessions play an important 
role in the reconstruction of immigrant identity. 


MEHTA, Raj, William L. MOORE, and Teresa M. PA- 


VIA (1992), An Examination of the Use of Unac- 
ceptable Levels in Conjoint Analysis, 19 (December), 
470-476. 


Unacceptable levels in conjoint analysis are studied using both a 
full profile method and Sawtooth Software’s Adaptive Conjoint 
Analysis. The utility of an unacceptable level was set equal to a 
value that would have been assigned if the unacceptable levels 
question was not asked, but the respondent treated that level as 
unacceptable. With ACA, this resulted in a model with (a) superior 
predictive power relative to a model that eliminates alternatives 
with unacceptable levels and (b) equivalent predictive power to a 
compensatory model that does not consider unacceptable levels. 
Furthermore, in this application, this was accomplished even 
though the respondent was presented with approximately 30 percent 
fewer paired comparison observations. 


MENASCO, Michael B. and David J. CURRY (1989), 


Utility and Choice: An Empirical Study of Wife/ 
Husband Decision Making, 16 (June), 87-97. 





Results of an experiment manipulating the effects of cognitive 
conflict, role dominance, and persuasive messages on husband- 
wife decisions show that couples tend to choose options that are 
equitable and centered in their negotiation set, a tendency that is 
prevalent over choice occasions and bargaining conditions. Two 
mechanisms that support equity—static cooperation and dynamic 
shifts in individual utility functions—are interpreted in light of 
these findings and those of other researchers. 


MENASCO, Michael B. see Curry, David J. (September 
1979). 


MENASCO, Michael B. see Curry, David J. (June 1983). 


MENEFEE, John A. (1982), The Demand for Consump- 
tion Time: A Longitudinal Perspective, 8 (March), 
391-397. 


A model of time and goods allocation is used to predict the rela- 
tionship between labor supply decisions and the demand for con- 
sumption time. Empirical analysis reveals the pattern of con- 
sumption time for older adults in a longitudinal framework. 


MENON, Geeta (1993), The Effects of Accessibility of 
Information in Memory on Judgments of Behavioral 
Frequencies, 20 (December), 431-440. 


This article examines the process by which behavioral frequency 
judgments are generated in consumer surveys. The results from 
three experiments indicate that the regularity (periodicity of oc- 
currences) and the similarity (idiosyncrasy of the content of oc- 
currences) of a frequently occurring behavior determine (a) the 
accessibility of the requisite information in memory, and therefore 
the process by which the judgment is generated, and (b) the accuracy 
of the associated frequency report. Further, the use of heuristics 
such as rates of occurrence result in more accurate frequency judg- 
ments than the use of recall-and-count strategies based on episodic 
recall. 


METCALF, Barbara L. see Russo, J. Edward et al. (Sep- 
tember 1981). 


METCALF, Barbara L. see Russo, J. Edward et al. (June 
1986). 


METZEN, Edward J. see Morgan, Karen J. et al. (June 
1979). 


MEYER, Robert J. (1987), The Learning of Multiattribute 
Judgment Policies, 14 (September), 155-173. 


In this article we explore the process by which consumers learn 
multiattribute rules of judgment. We report on two experiments 
in which subjects are asked to learn, through induction, a mul- 
tiattribute rule that defines product quality in a novel category. In 
the first experiment we find that subjects are capable of predicting 
the outcomes of a single multiattribute rule with as few as four 
bits of feedback, with the primary method of evaluation being 
comparisons to examples. There is, however, a decided bias in 
these judgments: subjects are able to learn the attributes associated 
with a good option more rapidly and with greater accuracy than 
those associated with a bad one. The second experiment reinforces 
these earlier results, and offers two additional insights: the ability 
to learn rules is largely independent of the degree to which subjects 
can control their own method of learning, and subjects use con- 
figural judgment policies to arrive at predictions even when the 
true generating rule is additive in nature. We discuss implications 
of the findings for current research in consumer choice analysis. 


MEYER, Robert J. and Eric J. JOHNSON (1989), In- 
formation Overload and the Nonrobustness of Linear 
Models: A Comment on Keller and Staelin, 15 
(March), 504-509. 


MEYER, Robert J. see Johnson, Eric J. (June 1984). 
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MEYER, Robert J. see Kahn, Barbara E. (March 1991). 
MEYERS-LEVY, Joan (1988), The Influence of Sex Roles 


on Judgment, 14 (March), 522-530. 


Two experiments provide convergent evidence that sex roles, when 
activated, influence males’ and females’ judgments. Activation of 
the genders’ sex roles was achieved either by means of explicit sex 
role primes or by making unambiguous self- and other-relevant 
information highly salient. In accordance with males’ self-focused 
agentic sex role, males’ judgments were sensitive to the favorable- 
ness of only self-relevant information, whereas females, who adhere 
to a self- and other-sensitive sex role, rendered judgments that 
reflected the implications of both self- and other-relevant infor- 
mation. 


MEYERS-LEVY, Joan and Alice M. TYBOUT (1989), 


Schema Congruity as a Basis for Product Evaluation, 
16 (June), 39-54. 


Mandler theorized that the level of congruity between a product 
and a more general product category schema may influence the 
nature of information processing and thus product evaluations. 
Products that are moderately incongruent with their associated 
category schemas are expected to stimulate processing that leads 
to a more favorable evaluation relative to products that are either 
congruent or extremely incongruent. Data from three experiments 
conducted in new product contexts are consistent with Mandler’s 
hypothesis and serve as a basis for theorizing about the process. 


MEYERS-LEVY, Joan (1989), Priming Effects on Prod- 


uct Judgments: A Hemispheric Interpretation, 16 
(June), 76-86. 


Research suggests that priming different hemisphere processing 
styles with particular types of tasks or stimuli can affect product 
judgment. Visual spatial or pictoria! information seems to activate 
the undifferentiated, holistic processing style associated with the 
right hemisphere, while linguistic or verbal information seems to 
activate the detail sensitive, differentiated processing style associated 
with the left hemisphere. This proposition and the extent to which 
it holds for males and females are investigated. Implications of 
how the findings relate to program context effects and consumer 
behavior are discussed. 


MEYERS-LEVY, Joan (1989), The Influence of a Brand 


Name’s Association Set Size and Word Frequency 
on Brand Memory, 16 (September), 197-207. 


Theory that memory for brand information is enhanced by asso- 
ciations related to the brand name (because each association rep- 
resents a possible retrieval cue) is countered by other theory that 
associations may cue competing concepts and so produce inter- 
ference. The current research examines this issue in terms of the 
distinctiveness hypothesis. Results of two studies suggest that brand 
names composed of words encountered frequently in the language 
elicit nondistinctive processing, and memory for brand information 
is inversely related to the number of related associations. However, 
brand names composed of low frequency words stimulate distinc- 
tive encoding, which may eliminate or reverse the former pattern 
of effects. 


MEYERS-LEVY, Joan (1991), Elaborating on Elabora- 


tion: The Distinction between Relational and Item- 
specific Elaboration, 18 (December), 358-367. 


This article examines the distinction between and the effects of 
two different types of elaboration on various indicators of ad ef- 
fectiveness. One type of elaboration, known as item-specific pro- 
cessing, emphasizes the distinctive features of each ad claim. A 
second type, called relational processing, highlights similarities (e.g., 
common themes) that link various ad claims. This study shows 
that recall of ad claims is enhanced when manipulations foster 
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both types of elaboration simultaneously. However, recognition 
and clustered recall are enhanced only when manipulations invite 
item-specific and relational processing, respectively. Finally, data 
on product judgments, consumption intentions, and the corre- 
spondence between these types of responses suggest that item-spe- 
cific processing may have more impact on these measures. 


MEYERS-LEVY, Joan and Durairaj MAHESWARAN 


(1991), Exploring Differences in Males’ and Females’ 
Processing Strategies, 18 (June), 63-70. 


Existing research suggests that, relative to males, females often are 
more concerned with the particulars of message claims when pro- 
cessing advertising messages. This research examines how males 
process messages, when gender differences in processing are likely 
to occur, and whether variance in either information availability 
(the extent of message encoding) or information accessibility (the 
richness of message encoding) is likely to mediate such differences. 
The findings suggest that whether gender differences in processing 
occur depends on the nature of the response task and the level of 
cue incongruity contained in the message. Differences in the ac- 
cessibility of message cues and in the genders’ likelihood of using 
alternative processing strategies seem likely to account for these 
findings. 


MEYERS-LEVY, Joan and Durairaaj MAHESWARAN 


(1992), When Timing Matters: The Influence of 
Temporal Distance on Consumers’ Affective and 
Persuasive Responses, 19 (December), 424-433. 


Existing theorizing suggests that consumers should experience more 
intense affective reactions when a positive outcome is just missed 
(short temporal distance) than when its occurrence is relatively 
remote (long temporal distance). Two studies are reported that 
explore why and when these effects occur and whether they also 
occur for persuasion responses. The findings indicate that this effect 
is likely to occur and influence persuasion only when people’s in- 
volvement with the message issue is low rather than high. This 
observation together with findings obtained on a thought-listing 
task provide evidence that variations in temporal distance seem 
to operate by altering people’s motivation to scrutinize a situation 
and evoke thoughts about alternative outcomes that might have 
been. 


MICK, David Glen (1986), Consumer Research and Se- 


miotics: Exploring the Morphology of Signs, Sym- 
bols, and Significance, 13 (September), 196-213. 


The importance of signs and symbols has been widely recognized, 
but only a handful of consumer researchers have developed theory 
and research programs based on semiotics, the doctrine of signs. 
This article outlines the emergence and principal perspectives of 
semiotics and then discusses its applications and implications for 
consumer research. Among its strengths, semiotics positions 
meaning at the nucleus of consumer behavior, provides a rich me- 
talanguage for semiotic consumer research, and recommends a 
multi-paradigm philosophy of science. 


MICK, David Glen and Michelle DEMOSS (1990), Self- 


Gifts: Phenomenological Insights from Four Con- 
texts, 17 (December), 322-332. 


This article reports the results of a study meant to portray a detailed 
picture of self-gift experiences in four contexts, focusing notably 
on reward and therapeutic self-gifts. Extending prior conceptual 
discussions, the findings suggest that self-gifts are a form of per- 
sonally symbolic self-communication through special indulgences 
that tend to be premeditated and highly context bound. Discussion 
centers on theoretical implications and future directions for self- 
gift research. Overall, self-gifts represent a complex class of personal 
acquisitions that offer intriguing insights on self-directed consumer 
behavior. 
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MICK, David Glen and Claus BUHL (1992), A Meaning- 
based Model of Advertising Experiences, 19 (De- 
cember), 317-338. 


This article adopts and extends a meaning-based approach to ad- 
vertising. We emphasize the consumer’s perspective and seek to 
address important factors that motivate and shape actualized ad- 
vertising meanings. A graphic model is delineated that focuses on 
consumers’ life themes (e.g., being true vs. being false) and life 
projects (e.g., what it means to be an educator). The model is 
assessed through a phenomenological inquiry into the life stories 
of three individuals and their respective experiences of contem- 
porary magazine advertisements. Findings corroborate the prop- 
osition that many actualized ad meanings are a function of the 
consumer’s salient life projects as conjoined by life themes. Dis- 
cussion focuses on the implications for advertising theory and con- 
sumer research. 


MICK, David Glen (1992), Levels of Subjective Com- 
prehension in Advertising Processing and Their Re- 
lations to Ad Perceptions, Attitudes, and Memory, 
18 (March), 411-424. 


Two fundamental orientations toward message comprehension 
have appeared in advertising research: the traditional objective view, 
which applies an accuracy criterion to conceptualize and evaluate 
comprehension, and the subjective view, which applies other criteria 
related to the individual comprehender and the actual experience 
of the message. This article develops a framework for four levels 
of subjective comprehension on the basis of an elaboration criterion. 
Comprehension levels are hypothesized to differ in their relations 
to ad perceptions, attitudes, and memory. Results from an empirical 
study provide initial support for the framework, including new 
theoretical insights and explanatory ability beyond the objective 
orientation. Discussion focuses on implications for advertising 
theory and consumer research. 


MICK, David Glen see McQuarrie, Edward F. (September 
1992). 


MIDGLEY, David F. (1976), A Simple Mathematical 
Theory of Innovative Behavior, 3 (June), 31-41. 


A mathematical theory of the adoption of new products is derived 
from extant behavioral knowledge and tested against first purchase 
data on low-risk, non-durable products. 

Comment: Silver, 10 (March 1984), 441-444. 

Rejoinder: Midgley, 10 (March 1984), 445-448. 


MIDGLEY, David F. and Grahame R. DOWLING 
(1978), Innovativeness: The Concept and Its Mea- 
surement, 4 (March), 229-242. 


The nature of innovativeness, and its relationship to adoption, are 
explored in this article. It is argued that innovativeness should be 
conceptualized at a higher level of abstraction, and that explicit 
recognition should be given to the complex communication pro- 
cesses intervening between this construct and observable behavior. 


MIDGLEY, David F. (1984), Parsimony or Explanation: 
On the Estimation of Systems Defined by Nonlinear 
Differential Equations, 10 (March), 445-448. 


MIDGLEY, David F. and Grahame R. DOWLING 
(1993), A Longitudinal Study of Product Form In- 
novation: The Interaction between Predispositions 
and Social Messages, 19 (March), 611-625. 


In this article we simplify and apply our 1978 contingency model 
of adoption. In the simplified model, an individual’s predisposition 
to innovate is modified by socially transmitted messages about the 
innovation, as well as by other situation-specific factors. This model 





is used to make predictions about the future behavior of a sample 
of consumers that are tested with data collected during the diffusion 
of six innovations. While our findings support the model, especially 
with respect to the role of innovative individuals, they also dem- 
onstrate the need to develop explanations of rejection. 


MILBERG, Sandra see Park, C. Whan et al. (September 


1991). 


MILLER, Kenneth E. and Frederick D. STURDIVANT 


(1977), Consumer Responses to Socially Question- 
able Corporate Behavior: An Empirical Test, 4 
(June), 1-7. 


An underlying assumption of much of the literature treating busi- 
ness is that “good behavior” on the part of a firm will be rewarded 
by consumers. This paper reporis on an empirical test of the reverse 
of this assumption, namely, the effects of questionable corporate 
conduct on consumer behavior. 


MILLIMAN, Ronald E. (1986), The Influence of Back- 


ground Music on the Behavior of Restaurant Patrons, 
13 (September), 286-289. 


This paper will critically review the limited literature available on 
the topic and present an empirical study that examines the effect 
of background music on the behavior of restaurant customers. It 
was found that music tempo variations can significantly affect pur- 
chases, length of stay, and other variables examined. 


MINIARD, Paul W. and Joel B. COHEN (1983), Mod- 


eling Personal and Normative Influences on Behav- 
ior, 10 (September), 169-180. 


The Fishbein behavioral intention model combines all beliefs about 
the consequences of an act into a single attitude component. We 
propose a new model that separates personal and normative reasons 
for engaging in behavior. Two studies permitted multiple tests of 
the model’s validity. The results support the model’s potential for 
distinguishing between personal and normative motivations un- 
derlying behavior and illustrate the value of such distinctions for 
understanding behavior. 


MINIARD, Paul W., Sunil BHATLA, Kenneth R. 


LORD, Peter R. DICKSON, and H. Rao UNNAVA 
(1991), Picture-based Persuasion Processes and the 
Moderating Role of Involvement, 18 (June), 92-107. 


Although pictures have been shown to enhance the impact of per- 
suasive communications, little is known about the robustness of 
such effects. This study examines how involvement moderates the 
process by which pictures affect brand attitudes and purchase in- 
tentions. The results show that involvement’s moderating role de- 
pends on whether pictures convey product-relevant information. 
Whereas the impact of affect-laden pictures devoid of product- 
relevant information declines as involvement increases, involve- 
ment exerts the opposite effect for product-relevant pictures. The 
results also demonstrate that the images evoked by pictures and 
thoughts about a picture’s appropriateness play an important me- 
diating role in the persuasion process underlying peripheral pictures. 


MINIARD, Paul W., Deepak SIRDESHMUKH, and 


Daniel E. INNIS (1992), Peripheral Persuasion and 
Brand Choice, 19 (September), 226-239. 


Although the impact of peripheral advertising cues on postcom- 
munication attitudes has received considerable attention in the 
research literature, less consideration has been given to whether 
such persuasion affects behavior. This research examines the po- 
tential for peripheral persuasion to influence brand choice as a 
function of the degree of differentiation among choice alternatives. 
The results from three experiments show that peripheral advertising 
cues can affect brand choice but that the extent of this influence 
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depends on the particular brand-relevant information available at 
the time of choice. These findings substantiate the usefulness of 
peripheral persuasion tactics for modifying consumer choice. 


MINIARD, Paul W. see Dickson, Peter R. (March 1978). 
MITCHELL, Andrew A. (1986), The Effect of Verbal and 


Visual Components of Advertisements on Brand At- 
titudes and Attitude Toward the Advertisement, 13 
(June), 12-24. 


This article presents the results of a study designed to obtain a 
better understanding of the effects of using valenced visual infor- 
mation in advertising. In the study, subjects saw advertisements 
for hypothetical products that contained affect-laden photographs 
with different valences (Picture Type Manipulation). The results 
indicate that the affect-laden photographs had an effect on both 
attitude toward the advertisement (A,,) and brand attitudes; how- 
ever, no differences were found in the product attribute beliefs that 
were formed. Photographs that were evaluated positively created 
more favorable attitudes toward the advertisements and brand at- 
titudes, whereas the reverse was true for photographs that were 
evaluated negatively. The results of an analysis of covariance in- 
dicate that the inclusion of both the predicted attitude from struc- 
tured scales (>> b,e;) and elicited beliefs did not eliminate all the 
reliable Picture Type effects on brand attitudes; however, the in- 
clusion of A,, did eliminate these effects. In addition, A,, was found 
to affect brand attitudes for advertisements that contain only copy, 
and evidence is presented that A, and brand attitudes are separate 
hypothetical constructs. Finally, a Dual Component model is pre- 
sented to explain the effects of visual and verbal information in 
advertisements. 


MITCHELL, Andrew A. see Berger, Ida E. (December 


1989), 


MITRA, Anusree see Lynch, John G., Jr. et al. (December 


1991). 


MITTELSTAEDT, R. A., S. L. GROSSBART, W. W. 


CURTIS, and S. P. DEVERE (1976), Optimal Stim- 
ulation Level and the Adoption Decision Process, 3 
(September), 84-94. 


Following the Klonglan-Coward model, adoption decisions are 
viewed as following evaluation, a cognitive stage in the decision 
process, or trial, an overt purchase act. Operationalizing a person’s 
optimal stimulation level with Zuckerman’s Sensation Seeking 
Scale, hypotheses linking stimulation needs and the tendency to 
base an adoption decision on evaluation or trial are supported by 
data from a sample survey of adult females. 


MIZERSKI, Richard W. (1982), An Attribution Expla- 


nation of the Disproportionate Influence of Unfa- 
vorable Information, 9 (December), 301-310. 


An attribution model of information processing is proposed and 
experimentally tested to explain the alleged disproportionate 
weighting of unfavorable product information. The findings of the 
experiment generally support hypotheses proposing that unfavor- 
able ratings—as compared to favorable product ratings on the same 
attributes—prompt significantly stronger attributions to product 
performance, belief strength, and affect toward products. 


MIZERSKI, Richard W., Linda L. GOLDEN, and Jer- 


ome B. KERNAN (1979), The Attribution Process 
in Consumer Decision Making, 6 (September), 123- 
140. 


Attribution, as a process, is related to consumer decision making 
by a descriptive model. Published papers that have applied attri- 
butional approaches to consumer scenarios are analyzed to highlight 
both existing problems and opportunities for enhanced under- 
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standing. An assessment of the potential for attribution theory in 
consumer research is offered. 


MOBLEY, Mary F., William O. BEARDEN, Jesse E. 
TEEL (1988), An Investigation of Individual Re- 
sponses to Tensile Price Claims, 15 (September), 
273-279. 


This article describes the results of two studies investigating the 
effects of tensile price claims (e.g., “save up to 50, and ”) on con- 
sumers’ perceptions of offer value, information value, and price 
reduction. The findings suggest that the use of tensile claims in 
conjunction with large advertised price reductions may result in 
decreased perceived offer value and substantial discounting of ex- 
pected price reductions by the consumer. 


MOLINA, David J. see Rubin, Rose M. et al. (June 1990). 


MONROE, Kent B. and Joseph B. GUILTINAN (1975), 
A Path-Analytic Exploration of Retail Patronage In- 
fluences, 2 (June), 19-28. 


This article presents the results of a study investigating the dynamics 
of retail store choice behavior. It develops the use of time-path 
analysis with a working model of the sequence of effects of store 
choice behavior to draw conclusions about the probable direction 
of influence between four sets of variables thought to influence 
store choice. 


MONROE, Kent B. (1976), The Influence of Price Dif- 
ferences and Brand Familiarity on Brand Preferences, 
3 (June), 42-49. 


Using a complex experimental design, the effects of price and brand 
familiarity on brand preferences are examined. Results of the re- 
search suggest that changes in brand preferences are asymmetric, 
and that brand familiarity is a dominant cue. Also, a methodological 
finding questions the validity of forced-choice experiments. 


MONROE, Kent B. see Petroshius, Susan M. (March 
1987). 


MONROE, Kent B. see Rao, Akshay R. (September 
1988). 


MOODY, Carlisle E., Jr. see Archibald, Robert B. et al. 
(March 1983). 


MOORE, Danny L., Douglas HAUSKNECHT, and 
Kanchana THAMODARAN (1986), Time 
Compression, Response Opportunity, and Persua- 
sion, 13 (June), 85-99. 


The effects of time-compressed advertising on attention allocation 
and attitudinal judgments were examined. The results of a series 
of experiments indicate that compressed ads: (1) capture less at- 
tention, (2) evoke fewer cognitive responses to the advertising 
claims, and (3) attenuate the effects of message quality and enhance 
the effects of source credibility on brand attitude judgments. These 
results generally support the hypothesis that time compression in- 
fluences the persuasiveness of an appeal by disrupting cognitive 
elaboration. 


MOORE, Ellen M., William O. BEARDEN, and Jesse E. 
TEEL (1985), Use of Labeling and Assertions of De- 
pendency in Appeals for Consumer Support, 12 
(June), 90-96. 


This paper describes the results of two experiments in which al- 
ternate appeals urging contributions to a nonprofit organization 
were evaluated. Variations of labeling (present/absent) and depen- 
dency (present/absent) appeals were used as the experimental 
treatments. The results provide additional evidence for labeling as 
a potentially useful strategy for stimulating consumer support. Al- 
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though dependency did not affect the criterion variables investi- 
gated, further research is needed to determine the conditions under 
which dependency and labeling might be used in persuasive appeals. 


MOORE, Roy L. and Lowndes F. STEPHENS (1975), 
Some Communication and Demographic Determi- 


nants of Adolescent Consumer Learning, 2 (Septem- 
ber), 80-92. 


Differential processes associated with four measures of consumer 
learning—price accuracy, slogan recall, brand specification and 
attitudes toward advertising—are examined in a cross-sectional 
analysis of rural middle and high school adolescents. 


MOORE, Roy L. see Moschis, George P. (September 
1979). 


MOORE, Roy L. see Moschis, George P. (December 
1982). 


MOORE, William L. and Donald R. LEHMANN (1980), 
Individual Differences in Search Behavior for a Non- 
durable, 7 (December), 296-307. 


Subjects acquired information on, chose, and consumed one of 
five health breads once a week for six weeks. The effects of indi- 
vidual differences on information acquisition and recall of package 
information were studied. Experience during the experiment was 
highly related to the amount of external search and recall of package 
information. Information-processing style was also related to ex- 
ternal search. 

Comment: Malhotra, 10 (June 1983), 125. 

Rejoinder: Lehmann and Moore, 10 (June 1983), 132. 


MOORE, William L. and Morris B. HOLBROOK (1982), 
On the Predictive Validity of Joint-Space Models in 
Consumer Evaluations of New Concepts, 9 (Septem- 
ber), 206-210. 


This paper describes a straightforward procedure for assessing the 
predictive validity of joint-space models applied to the generation 
and evaluation of new concepts. The results indicate a marked 
deterioration in predictive power when using joint spaces derived 
from data on real objects to predict evaluations of new concepts. 
Conjoint analysis appears to offer a sounder approach to this aspect 
of product development. 


MOORE, William L. (1990), Factorial Preference Struc- 
tures, 17 (June), 94-104. 


This article presents a way to model individual preferences and 
purchase intentions under the assumption that the pattern of rel- 
ative similarity or substitutability among brands can be represented 
factorially. Factorial preference structures represent a compromise 
between the Luce model, which assumes that none of the alter- 
natives share any common features, and EBA, which assumes that 
each possible subset of a choice set has a unique set of common 
features. Factorial preference structures are compared to several 
hierarchical structures and to one that assumes that preferences 
are simply scalable. 


MOORE, William L. and Morris B. HOLBROOK (1990), 
Conjoint Analysis on Objects with Environmentally 
Correlated Attributes: The Questionable Importance 
of Representative Design, 16 (March), 490-497. 


When studying objects with environmentally correlated attributes, 
the use of orthogonal arrays in conjoint analysis can produce some 
highly unrealistic stimuli that might threaten a study’s ecological 
validity. The effect of such departures from realism induced by 
environmental correlations is examined. A series of three experi- 
ments compares a stimulus set that has lower than environmental, 
but still non-zero correlations, to one using an orthogonal array 


in terms of both perceived realism and predictive power. The results 
indicate that environmentally correlated attributes may pose fewer 
problems in practice than in theory. 


MOORE, William L. see Glazer, Rashi et al. (June 1991). 


MOORE, William L. see Holbrook, Morris B. (June 
1981). 


MOORE, William L. see Holbrook, Morris B. et al. (June 
1982). 


MOORE, William L. see Kahn, Barbara et al. (June 1987). 


MOORE, William L. see Lehmann, Donald R. (June 
1983). 


MOORE, William L. see Mehta, Raj et al. (December 
1992). 


MOORMAN, Christine (1990), The Effects of Stimulus 
and Consumer Characteristics on the Utilization of 
Nutrition Information, 17 (December), 362-374. 


This research investigates the effects of consumer characteristics 
(e.g., familiarity and enduring motivation) and stimulus charac- 
teristics (e.g., information format and content) on the utilization 
of nutrition information. Results indicate that both types of char- 
acteristics influence information processing and decision quality. 
Moreover, stimulus characteristics, in general, were found to fa- 
cilitate these activities irrespective of consumer differences. 


MOORMAN, Christine and Erika MATULICH (1993), 
A Model of Consumers’ Preventive Health Behaviors: 
The Role of Health Motivation and Health Ability, 
20 (September), 208-228. 


This article develops and tests a model of the individual and joint 
effects of various consumer characteristics on health information 
acquisition behaviors (e.g., using media sources) and health 
maintenance behaviors (e.g., restricting diet). Theory development 
overviews the interdisciplinary literature on health and proposes 
that health motivation independently influences consumers’ pre- 
ventive health behaviors while the effect of health ability on health 
behaviors is moderated by the level of health motivation. This 
theory is tested in a survey of 404 consumers. Results indicate that 
the interaction of health ability and health motivation affects con- 
sumers’ health behaviors. However, mixed results suggest that high 
levels of ability and motivation are not always critical precursors 
to health behaviors; instead, the impact of these characteristics 
depends on the particular health behavior and the specific health 
ability characteristic. Implications for theory and practice are dis- 
cussed. 


MORAN, Lori see Heslop, Louise A. et al. (December 
1981). 


MORGAN, Fred W. and Dana I. AVRUNIN (1982), 
Consumer Conduct in Product Liability Litigation, 
9 (June), 47-55. 


This article identifies and discusses several areas of product liability 
litigation that are concerned with the extent to which consumer 
conduct affects the defendant’s liability for product-related injuries. 
Although courts have been reluctant to admit consumer research 
as evidence, researchers should eventually be able to supply evi- 
dence in cases involving negligence and strict liability. 


MORGAN, James N. (1985), Comparing Static and Dy- 
namic Estimates of Behavioral Responses to Changes 


in Family Composition or Income, 12 (June), 83- 
89. 


Comparing static estimates of behavioral responses with dynamic 
estimates and using different time spans for the latter reveals striking 
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differences in estimated effects of changing family composition, 
income, and wife’s work. These are interpreted to be the result of 
several things: (1) bias in the cross-section estimates from unmea- 
sured and perhaps unmeasurable variables that do not affect the 
dynamic change data; (2) lags in adjustment, with static data being 
closer to long-run effects; and (3) different relative importance of 
errors in measuring the explanatory variables. The effects of 
changing family composition appear to be less affected by any of 
these problems than are the estimated effects of changes in income 
or wife’s work. 


MORGAN, Karen J., Edward J. METZEN, and S. R. 


JOHNSON (1979), An Hedonic Index for Breakfast 
Cereals, 6 (June), 67-75. 


The hedonic index technique is used to estimate the implicit prices 
for units of breakfast cereal characteristics. Analysis showed that 
buyers value many attributes; the value placed on each is dependent 
upon the class of cereal evaluated. Results suggest this technique 
has potential for assessing buyer’s purchasing behavior for non- 
durable goods. 


MORRISON, Donald G. see Schmittlein, David C. (Sep- 


tember 1983). 


MORWITZ, Vicki G., Eric JOHNSON, and David 


SCHMITTLEIN (1993), Does Measuring Intent 
Change Behavior? 20 (June), 46-61. 


Past research has established that, while self-reports of purchase 
intentions can predict behavior, various factors affect the strength 
of the intentions-behavior link. This article explores one such factor: 
the impact of merely measuring intent. Our specific question con- 
cerns the impact of measuring intent on subsequent purchase be- 
havior. Prior research suggests a mere-measurement hypothesis: 
that merely measuring intent will increase subsequent purchase 
behavior. We also suggest a polarization hypothesis: that repeated 
intent questions will have a polarizing effect on behavior. The results 
reveal that the effect of merely asking intent to buy once is an 
increase in the subsequent purchase rate. The effect of repeatedly 
asking intent for those with low levels of intent is a decreased 
propensity to buy with repeated measurements. These two effects 
are reduced given prior experience with the product. The impli- 
cations of these findings and opportunities for future research are 
discussed. 


MOSCHIS, George P. and Roy L. MOORE (1979), De- 


cision Making Among the Young: A Socialization 
Perspective, 6 (September), 101-112. 


This article examines decision-making patterns among teen-age 
consumers. Variables associated with several stages in the decision- 
making process (information seeking, product evaluation, and 
purchase), as well as “‘anticipatory” cognitions regarding family 
decision making are examined within the context of general theories 
of socialization. 


MOSCHIS, George P. and Roy L. MOORE (1982), A 


Longitudinal Study of Television Advertising Effects, 
9 (December), 279-286. 


While many research questions regarding the effects of television 
advertising in consumer socialization require longitudinal research 
designs, nearly all previous research studies in the area have been 
cross-sectional or experimental. This article presents the results of 
a longitudinal study using a two-wave panel of adolescents with 
lag greater than a year. The study attempts to answer some questions 
regarding the effects of television advertising in the short run as 
well as in the long run. 


MOSCHIS, George P. (1985), The Role of Family Com- 


munication in Consumer Socialization of Children 
and Adolescents, 11 (March), 898-913. 
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While studies of communication effects on consumer behavior of 
the young have focused mainly on the effects of mass media (ad- 
vertising in particular), little research has examined the effects of 
interpersonal communication. One finds relatively little theoretical 
and empirical work regarding the role of interpersonal commu- 
nication in the development of consumer behavior of young people. 
This article deals with one important type of interpersonal com- 
munication—family communication. It conceptualizes the family 
communication processes and effects, reviews literature regarding 
the role of family communication in consumer learning of children 
and adolescents, develops a set of propositions on the basis of 
theory research, and suggests directions for future research. 


MOSCHIS, George P. see Churchill, Gilbert A., Jr. (June 
1979). 


MOSCHIS, George P. see Cox, Dena et al. (September 
1990). 


MOTHERSBAUGH, David L. see Heath, Timothy B. et 
al. (March 1994), 


MULANI, Narendra see Dillon, William R. et al. (Sep- 
tember 1983). 


MULANI, Narendra see Dillon, William R. et al. (March 
1989). 


MULANI, Narendra see Dillon, William R. et al. (June 
1989). 


MUNASINGHE, Mohan (1980), Costs Incurred by Res- 
idential Electricity Consumers Due to Power Failures, 
6 (March), 361-369. 


The theoretical model presented here suggests that the principal 
cost of power failures to residential electricity consumers is the 
loss of leisure, while the marginal value of leisure equals the house- 
hold’s net income earning rate. Results of a Brazilian survey support 
this hypothesis and reveal activity patterns in urban households. 


MUNCH, James M. and John L. SWASY (1988), Rhe- 
torical Question, Summarization Frequency, and 
Argument Strength Effects on Recall, 15 (June), 69- 
76. 


Summarizing rhetorical questions were used in a sales presentation 
for a new product. In a high involvement setting, grammatical 
form, summarization frequency, and argument strength were ma- 
nipulated. Unlike results of past studies, rhetoricals reduced ar- 
gument recall. Furthermore, using more rhetoricals paired with 
strong arguments decreased recall, but using more rhetoricals with 
weak arguments did not. Message acceptance, thought verbaliza- 
tion, and self-reported distraction data were consistent with our 
recall findings. 


MUNCH, James M., Gregory W. BOLLER, and John L. 
SWASY (1993), The Effects of Argument Structure 
and Affective Tagging on Product Attitude Forma- 
tion, 20 (September), 294-302. 


How do structural and affective elements in persuasive message 
influence consumers’ product beliefs and attitudes? In this article, 
we examine how the logical structure of arguments (provided 
through warrants) influences consumers’ beliefs about product 
claims. Next, we examine how explicit statements about product 
claim desirability (provided through affective tag sentences) influ- 
ence product attitude. Our results show that argument structure 
has a strong effect on consumers’ beliefs. More important, our 
results suggest that consumers’ product attitudes are based on their 
beliefs about product claims, but only when the desirability of 
those claims is made explicit. 


MUNCH, James M. see Pavelchak, Mark A. et al. (De- 
cember 1988). 
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MUNCH, James M. see Swasy, John L. (March 1985). 


MUNSINGER, Gary M., Jean E. WEBER, and Richard 
W. HANSEN (1975), Joint Home Purchasing De- 
cisions by Husbands and Wives, 1 (March), 60-66. 


The housing decision was divided into seven elements or subde- 
cisions. Husbands and wives, interviewed independently, were 
asked about their relative influence in making these subdecisions. 
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MURRAY, Jeff B. and Julie L. OZANNE (1991), The 
Critical Imagination: Emancipatory Interests in 
Consumer Research, 18 (September), 129-144. 
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nipulated by viewing a positive, negative, or neutral emotion-elic- 
iting program while program liking was controlled statistically. 
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is retrieved and considered for choice. In such instances, factors 
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duced time in household production, and reduced time in leisure. 
Wife’s employment made no difference in time spent in household 
production by other family members. 


NICOSIA, Francesco M. and Robert N. MAYER (1976), 
Toward a Sociology of Consumption, 3 (September), 
65-75. 


The study of some psychological processes has become the main 
focus of consumer research; consequently, there has been a ten- 
dency to overlook the societal context in which consumers operate. 
The authors focus on several characteristics of societies which affect 
individual consumers, and suggest new research directions which 
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pulsive consumption, and both quantitative and qualitative data 
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more prone to fantasy than more normal consumers. Their primary 
motivation appears to be the psychological benefits derived from 
the buying process itself rather than from the possession of pur- 
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that can explain the role of exposure in affective response. Pro- 
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attention and elaboration of processing. An experiment suggests 
that some minimal level of processing (focused attention) may be 
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more elaborative processing may invoke complex evaluative pro- 
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pared on the basis of their conceptual strength and predictive va- 
lidity in a study of flu inoculation behavior. The results suggest 
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fluences, emotional factors, and intervening summary concepts 
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attribution, expectancy, performance, disconfirmation, and equity 
are written into stock market trading scenarios in a full factorial 
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OLIVER, Richard L. and John E. SWAN (1989), Equity 
and Disconfirmation Perceptions as Influences on 
Merchant and Product Satisfaction, 16 (December), 
372-383. 


Prior work on the equity and disconfirmation determinants of 
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person, two subtractive versions of the equity formula—absolute 
equity difference and equity advantage—were tested with fairness 
and preference as mediating variables. Both variables were related 
only to the equity advantage formula, and disconfirmation and 
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function of product disconfirmation, complaining, and satisfaction 
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to include attribute satisfaction and dissatisfaction as separate de- 
terminants not fully reflected in either cognitive (i.e., expectancy 
disconfirmation) or affective paradigms is presented. In separate 
studies of automobile satisfaction and. satisfaction with course in- 
struction, respondents provided the nature of emotional experience, 
disconfirmation perceptions, and separate attribute satisfaction and 
dissatisfaction judgments. Analysis confirmed the disconfirmation 
effect and the effects of separate dimensions of positive and negative 
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measure of attention to television commercials—that of channel 
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A central assumption of a combined cognitive response/cognitive 
structure model of communication is that cognitive responses me- 
diate message effects on belief, attitude, and behavioral intention 
elements of cognitive structure. This key proposition was tested 
in a laboratory experiment in which subjects were exposed to ad- 
vertisements containing varying information about a new brand. 
The results suggest that either support or counterarguing partially 
mediate every effect of the ad content manipulations on all three 
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This article tests the social marketing effectiveness of alcohol control 
laws designed to reduce the consumption of alcoholic beverages. 
The study uses state-level historical data to estimate the demand 
for distilled spirits and beer using economic, sociodemographic, 
and control-law explanatory variables. Spirits and beer consump- 
tion are found to react differently to changes in economic, socio- 
demographic, and regulatory variables. These differences suggest 
a consumer and product segment-based approach to alcohol control 
laws or social marketing that emphasizes measures directed at 
youths for beer and at price for spirits. 
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American households are facing severe time constraints as women 
increase their participation in the wage economy. The implications 
of this situation for the adoption of time-saving technology in the 
home are not well understood. Previous research suggests several 
scenarios regarding the consequences of female labor force partic- 
ipation for the purchase of time-saving technology: (1) there may 
be no effect, (2) female labor force participation may have a direct 
effect, (3) female labor force participation may have an indirect 
effect through income, or (4) direct effects emerge over time. This 
article evaluates these hypotheses with a case study of the microwave 
oven, through proprietary cross-sectional surveys of married-couple 
households conducted from 1978 to 1989. 
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Two studies are reported that apply diffusion theory to two new 
consumer products. The research objective in both studies was to 
discriminate buyers from nonbuyers using the personal character- 
istics of respondents and their perceptions of each new product 
and thereby also to assess the relative importance of the predictor 
variables. In both studies perceptual variables are found far more 
successful as predictors of the purchase outcome than respondent 
personal characteristics. 
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229-244. 


Using interpretive techniques, we explore the meaning underlying 
Christmas shoppers’ description of some recipients as “easy” or 
“difficult,” in terms of gift selection. We argue that recipients are 
described as such because they either help or hinder givers’ attempts 
to express specific social roles through exchange. We identify six 
such roles that givers express alone or in combination to each 
recipient on their gift lists. These are the pleaser, the provider, the 
compensator, the socializer, the acknowledger, and the avoider. 
We discuss the implications of our findings and suggest areas worthy 
of further research. 
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Consumers are confronted with hundreds of new products each 
year, yet little is known about how these new products are integrated 
into existing knowledge structures. Depending on the new products’ 
similarity or dissimilarity to categories stored in memory, consum- 
ers’ information search may be influenced. In this study, consumers’ 
information-seeking behavior was explored during the categori- 
zation of new products that differed in varying degrees from preex- 
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isting category expectations. Results suggest that subjects manage 
the cognitive effort of search by limiting the breadth of search. 
However, an inverted-U relationship exists between discrepancy 
and depth of search. Thus, it appears that, at a moderate level of 
discrepancy, subjects may examine a relevant set of attributes in 
greater depth rather than search for information on a broad range 
of attributes. With high discrepancy, however, it appears that sub- 
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Previous research has indicated that the information acquisition 
process is highly dependent upon the manner in which information 
is presented. This study investigated information acquisition in 
several variations of the Information Display Board (IDB) format, 
including an interactive computer version. The amount of infor- 
mation acquired and the manner in which it was acquired were 
dependent upon the presentation format. The results suggest that 
one should be cautious when generalizing the results of previous 
work to new information search environments. 
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Previous attraction effect studies show that brand choices are af- 
fected by the entry of a new brand. However, much remains to be 
known as to the causes for this effect. This article explores the 
impact of a new brand entry on consumers’ subjective brand judg- 
ments. Three specific effects were hypothesized and tested, namely, 
range, frequency, and categorization. Results from two experiments 
demonstrate that the new entrant has a significant impact on sub- 
jective brand judgments, brand preferences, and choice. 
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Two different samples consisting of housewives and students, re- 
spectively, were examined in terms of differences in their suscep- 
tibility to reference group influence. The results reveal significant 
differences between housewives and students in terms of the influ- 
ence which the three types of reference groups have upon brand 
selection. The findings raise a serious question concerning the ex- 
ternal validity of studies which use students as subjects yet make 
generalizations to a broader population base. 
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A choice model incorporating the concept of multi-stage sequential 
conflict resolution is examined in terms of the model’s cognitive 
representation. The sequential conflict resolution model is com- 
pared with other choice models such as the compensatory model 
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The impact of familiarity on consumer decision biases and heu- 
ristics is examined. Subjects at three different familiarity levels 
revealed interesting differences in perceptual category breadth, usage 
of functional and nonfunctional product dimensions, decision time, 
and confidence. 
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This study characterizes joint decision-making as being reached 
by a muddling-through process rather than by a synoptic strategy. 
In spite of this muddling-through, joint decision-making is con- 
ceptualized as being effectively based on three conflict-avoiding 
heuristics. 
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Level Choice: A Top-Down or Bottom-Up Process? 
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Examination of the process by which consumers form decision 
criteria and subsequently evaluate and choose product-level alter- 
natives when purchase goals are well defined indicates that decision 
criteria are formulated in a goal-driven, top-down fashion rather 
than a product-driven, bottom-up fashion. Evaluation of alter- 
natives follows a within-product strategy, as opposed to a within- 
attribute strategy, and is characterized by less reliance on price 
information than reported in previous research. Even without a 
specific goal for product decisions, the formation and utilization 
of decision criteria did not follow the bottom-up process. Alternative 
explanations are offered for these contrasts along with implications 
for future research on product-level decisions. 
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We conducted a field experiment to explore the effects of two sit- 
uational factors, store knowledge and time available for shopping, 
on consumers’ grocery shopping behavior. The results indicate that 
these two factors have an impact on such shopping behaviors as 
failure to make the intended purchases, unplanned buying, brand 
and product class switching, and purchase volume deliberation. 
The findings also suggest that the information processing activities 
that mediate these relationships differ across shopping conditions. 
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This article examines two factors that differentiate between suc- 
cessful and unsuccessful brand extensions: product feature similarity 
and brand concept consistency. The results reveal that, in identi- 
fying brand extensions, consumers take into account not only in- 
formation about the product-level feature similarity between the 
new product and the products already associated with the brand, 
but also the concept consistency between the brand concept and 
the extension. For both function-oriented and prestige-oriented 
brand names, the most favorable reactions occur when brand ex- 
tensions are made with high brand concept consistency and high 
product feature similarity. In addition, the relative impact of these 
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In this study, we investigate (1) the effect that “Super Bowl XX” 
had on the emotions (defined by arousal and pleasure) of viewers 
in three cities and (2) how these emotional reactions influenced 
recall for ads broadcast during the game. City differences in overall 
emotional reactions to the program were observed, differences that 
had theoretical relevance to the effect of emotion on ad recall. 
Recall was found to be negatively related to emotional intensity 
(defined by arousal and pleasure polarization) but unrelated to 
emotional pleasure. Overall, arousal related to recall much more 
strongly than it did to pleasure. 
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There is discrepancy between practitioners’ views of comparative 
advertising and null findings by academics. However, in most 
studies, subjects’ attention to and memory of the comparative 
claims were inflated, which may have precluded effects on these 
variables and on purchase intentions. This study manipulated 
market share and type of comparative claim, used nonforced ex- 
posure, measured attention via a computerized magazine, and as- 
sessed memory and purchase intentions after a 24-hour delay. Some 
findings are that direct comparative claims attract attention and 
thereby enhance purchase intentions for low-share brands but de- 
tract from purchase intentions for established brands by increasing 
awareness of competitors and sponsor misidentifications. 


PECHMANN, Cornelia and S. RATNESHWAR (1991), 
The Use of Comparative Advertising for Brand Po- 
sitioning: Association versus Differentiation, 18 
(September), 145-160. 


The explicit superiority claims in direct comparative ads should 
facilitate differentiation of the advertised brand from the compar- 
ison brand. However, prior research suggests that such ads primarily 
associate brands. This problem is investigated by considering the 
categorization and inferential processes elicited by direct compar- 
ative ads. Results suggest that direct comparative ads can enhance 
consumers’ perceptions of the advertised brand by associating it 
with the comparison brand and simultaneously differentiate the 
brands by lowering consumers’ perceptions of the comparison 
brand on the featured attribute. But both effects are contingent on 
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the typicality of the featured attribute and the familiarity of the 
advertised brand. A key finding is that direct comparative ads are 
most effective for both unfamiliar and familiar advertised brands 
when the featured attribute is typical of the category. 


PECHMANN, Cornelia and S. RATNESHWAR (1992), 


Consumer Covariation Judgments: Theory or Data 
Driven? 19 (December), 373-386. 


We examined the issues of when, and how, consumers’ prior beliefs 
or “theories” might bias their judgments of the association between 
price and quality using a task that ir volved taste testing orange 
juices. When the task was manipulatec :5 that subjects had difficulty 
in comparing and contrasting the taste quality of the juices, their 
covariation judgments tended to be theory driven: while these 
judgments were somewhat sensitive to the actual price-quality re- 
lationship in the “data,” they were biased by individuals’ prior 
beliefs about the covariation. Follow-up studies indicated that this 
effect was not due to an encoding bias in that subjects’ prior beliefs 
about price and quality did not significantly distort their taste per- 
ceptions per se. Instead, when subjects found it difficult to discrim- 
inate among the stimuli with regard to taste quality, they appeared 
to have formed their covariation judgments by making heuristic 
use of their prior beliefs. Implications are discussed for the co- 
variation judgment process and consumer learning. 


PEKELMAN, Dov and Subrata K. SEN (1979), Mea- 


surement and Estimation of Conjoint Utility Func- 
tions, 5 (March), 263-271. 


Conjoint analysis studies usually calculate utilities for several dis- 
crete attribute levels and then use linear interpolation to predict 
utilities for other attribute levels. Instead of linear interpolation, 
utility functions can be used. This paper compares the predictive 
abilities of the utility function approach and the procedure of linear 
interpolation. 


PENNOCK, Jean L. see Magrabi, Frances M. et al. (De- 


cember 1975). 


PERACCHIO, Laura A. (1992), How Do Young Children 


Learn to Be Consumers? A Script-processing Ap- 
proach, 18 (March), 425-440. 


The experiments reported in this article examine young children’s 
knowledge-acquisition abilities, relative to older children, with the 
goal of identifying how young children learn and then using this 
understanding to design situations in which age differences in 
learning are eliminated. The results indicate that young children 
are able to acquire knowledge equivalent to that of older children 
when the experimental materials and response formats are con- 
gruent with their encoding and retrieval abilities. Younger children’s 
learning was enhanced by (1) the repetition of the same event in 
an audiovisual format, (2) the presentation of somewhat different 
events in which the goal of the event and the steps involved in 
enacting the event were made salient, and (3) contextual response 
formats that enhanced their retrieval skills. 


PERACCHIO, Laura A. (1993), Young Children’s Pro- 


cessing of a Televised Narrative: Is a Picture Really 
Worth a Thousand Words? 20 (September), 28 1-293. 


This article examines why young children often exhibit superior 
knowledge acquisition when televised information is presented in 
an audiovisual format than when an audio mode of transmission 
is used. The results indicate that an audio televised presentation 
promotes learning equivalent to that of an audiovisual presentation 
when the audio transmission facilitates both the learning of indi- 
vidual acts or items of the learning of the causal and temporal 
connections between these acts. In addition, knowledge acquisition 
differences between older and younger children for audio televised 
information are eliminated when both types of learning are facil- 
itated. 
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vehicle lines. The data set consists of every automobile model for 
which overall injury data was published by the Highway Loss Data 
Institute (HLDI) for the 1989-1991 model years. The empirical 
analysis in the article indicates that both relative injury and absolute 
collision losses are never mitigated and usually worsen significantly 
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airbag adoption. These results are consistent both with the Peltzman 
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decision alternatives, but there has been little research addressing 
how decision reference points are formed. This paper posits and 
empirically demonstrates a conceptual framework of the reference 
point formation process for buying decisions. The basic concepts 
in the framework are supported, and the resulting reference points 
are shown to influence choice in a manner consistent with prospect 
theory. 
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This study examines the impact of sex role orientation on the 
outcome of a family home purchase decision. A relatively strong 
relationship is found between sex role orientation (SRO) and the 
degree of household influence, preference agreement, mode of 
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household decision behavior is better explained in the context of 
a theoretical network of systemic household relationships rather 
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Different advertising effects on purchase behavior of consumers of 
varying brand loyalty are investigated. In a frequently purchased 
product class, consumers of high loyalty increase brand and product 
purchase when advertising for that brand increases. Little switching 
occurs from competitive brands into the advertised brand. At low 
loyalties there is little impact. Effects of increased advertising carry 
over for a few months after advertising is lowered back to normal 
levels. 
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Two studies are reported that examine the relationships between 
optimum stimulation level (OSL), selected personality traits, de- 
mographic variables, and exploratory behavior in the consumer 
context. The results show several significant correlations between 
OSL and the other variables examined. Research and managerial 
implications of the results are outlined. 
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lications: A Bayesian Perspective, 20 (March), 633- 
634. 


A probabilistic model is proposed to assess the value of replications. 
The corroboration of a theory is shown to be a function of the 
number of replications, the number of successful outcomes, and 
our initial beliefs. An adaptive control model provides the optimal 
policy for continuing replications, given the accumulated evidence 
for the theory, the precision deemed necessary, and the cost of 
replicating. 
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This article examines the dissimilar use of product information 
cues in product evaluations by differentially familiar subjects. Spe- 
cifically, the use of price cues and intrinsic product cues for the 
assessment of product quality is hypothesized to depend on prior 
knowledge. For a product with a positive quality-price association 
in the marketplace, the study shows that low-familiar and highly 
familiar subjects tend to perceive a stronger price-quality relation- 
ship than do moderately familiar subjects. Moreover, as subjects’ 
product familiarity increases, the use of intrinsic cues for product 
quality assessments tends to become relatively stronger. 
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It appears that buyers sometimes knowingly pay a price that is 
higher than that justified by the relative quality of the product. 
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Such a price premium is argued to be an economically rational 
attempt by quality-conscious buyers to ensure that the seller does 
not provide a lower than promised level of quality for experience 
products. Conversely, for search products, price premiums are ar- 
gued to be the consequence of lack of search by buyers who are 
less quality conscious. Results from a survey conducted in an or- 
ganizational buying setting indicate that buyers’ tendency to pay 
a price premium for experience products increases with an increase 
in their quality consciousness, while for search products this ten- 
dency decreases with an increase in their quality consciousness. 
The implications of this finding are discussed; further analysis leads 
to additional speculation regarding some other mechanisms that 
buyers may use to assure product quality. 
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This article assesses whether differences in prior knowledge result 
in differences in (1) price acceptability and (2) the extent to which 
different types of information are examined. Using a personal 
computer-based methodology, subjects who varied in their prior 
product knowledge provided price responses, and the time they 
spent examining various kinds of information was measured. Ac- 
ceptable price-range end-points (price limits) were found to be 
lowest for low-knowledge subjects. Further, the extent to which 
price and related extrinsic information was examined was found 
to be lowest for moderately knowledgeable subjects. Results from 
a second study provide substantive support for the claim that in- 
creasing prior knowledge is accompanied by an increase in both 
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This article develops a model for describing the preferences of a 
group in terms of its individual members. The model incorporates 
the empirically observed group-polarization phenomenon. It is in- 
teresting that the resulting group preference evaluation is essentially 
a weighted linear model of individual preferences with the addition 
of an intercept term. The polarization model is empirically tested 
in two experimental contexts, faculty-candidate and restaurant se- 
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This paper attempts to summarize and integrate some recent eco- 
nomic theories of consumer behavior based on demand for un- 
derlying characteristics of goods. The implications of these theories 
for research in consumer behavior are discussed, and an attempt 
is made to compare and integrate these theories with recent de- 
velopments in multiattribute scaling and attitude models. 
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sented in a recent article by George Ladd and Martin Zober are 
invalid, and that the theory presented by these authors also contains 
some problems. An alternative economic model of brand choice, 
which is more consistent with current empirical models of brand 
preference and choice, is outlined and several possible applications 
are discussed. 
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A study of reactions to a novel product attributed the invention 
to either an expert or a novice. Comprehension of the product 
description was manipulated by varying information exposure time 
(Study 1) and contextual prior knowledge (Study 2). As predicted 
by the heuristic-systematic model, comprehensibility moderated 
the persuasive impact of source expertise. When comprehension 
was low, subjects relied on the inventor’s expertise in forming their 
attitudes toward the product, but when comprehension and, hence, 
systematic processing were higher, source expertise had no impact 
on subjects’ attitudes. In a pilot study, however, subjects attributed 
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The attraction effect refers to an inferior product’s ability to increase 
the attractiveness of another alternative when the inferior product 
is added to a choice set. This article examines potential explanations 
for the attraction effect and its boundary conditions. The article 
reports several empirical investigations and suggests that the at- 
traction effect may be moderated by such variables as stimulus 
meaningfulness and familiarity with the product category. The im- 
plications are relevant to research on context effects in consumer 
choice. 
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This paper investigates three alternative methods for estimating 
individual probabilities of brand choice: a multiattribute attitude 
model, a dollar-metric model, and a constant sum scale. These 
approaches are compared to actual choice behavior in a controlled 
experimental setting, with the constant sum scale being the dom- 
inant method. 
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This study investigates the relationship between perceptions, affect, 
and behavior regarding choices of transportation modes. Applying 
nonrecursive structural equations to a sample of over 800 respon- 
dents, the hypothesis that attitudes and behavior mutually influence 
each other is confirmed. It is also shown that affect can mediate 
the impact of attribute perception on behavior. 
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essary for replication and whether they are willing to provide them 
if requested to do so by other researchers. 


REID, Margaret G. (1977), How New Is the “New Home 
Economics?” Comment on “The ‘New Home Eco- 
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This paper examines role overload as a possible explanation for 
the lack of direct links between working-wife families and con- 
venience consumption. Role overload is combined with factors 
from past research in a structural-equation model. Parameters are 
estimated using LISREL IV on data provided by an area cluster 
sample of 186 households from the Milwaukee SMSA. The resul- 
tant model is generally supportive of the proposed theory. 
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Five explanations of group differences in food consumption (na- 
tional identity, ethnicity, region, income, and minority status) are 
tested. Data on consumption of 38 food items come from household 
refuse analysis for 11 social groups. Differences are best explained 
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by regional proximity, followed by minority status. Income was 
least powerful, although still statistically significant. 
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REINGEN, Peter H. (1978), On Inducing Compliance 
With Requests, 5 (September), 96-102. 


Six behavioral influence strategies of inducing people to comply 
with a request to donate money were investigated in a field ex- 
periment. The findings, replicated with a different subject popu- 
lation, demonstrate the efficacy of several alternatives to a direct 
request for compliance. Possible processes that could explain the 
results are discussed. 
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Johnson BROWN, and Stephen B. SEIDMAN 
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tions: A Social Network Analysis, 11 (December), 
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Previous studies dealing with the notion of brand congruence suffer 
from questionable methods of group determination, suspect dem- 
onstrations of brand congruence effects, and inadequate attention 
paid to types of social relation. To overcome these shortcomings, 
the present study uses graph-theoretic social network techniques 
to examine interpersonal relationships and brand choice behavior 
in natural environments. The brand choices of individuals in a 
social relationship were compared to those of unrelated individuals 
across various products, types of social relation, and types of basic 
sociological structure (dyad, clique, and 2-plex). While significant 
brand congruence effects were obtained, they were clustered in a 
few products mediated by types of social relation. Conspicuousness 
of the product, as traditionally defined, was found to be insufficient 
to acount for these findings. 
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This study examines how consumers interact with representatives 
of marketing institutions by investigating the individual difference 
variables of consumer assertion and aggression. The development 
of scales to measure these variables is reported along with the val- 
idating analyses, which indicate that consumers may be divided 
into four groups based on the interaction strategies they use. 
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uct Involvement, 13 (September), 280-285. 


While product involvement has been identified as a significant 
variable in consumer behavior, the precise nature of such involve- 
ment is still not well understood. The study reported here utilizes 
a longitudinal design to provide evidence for the notion that there 
are two forms of product involvement. The study also documents 
the differing temporal patterns of behaviors associated with each 
form. Behaviors associated with enduring involvement were stable 
over time, while those behaviors resulting from situational in- 
volvement declined once the situation inducing the involvement 
changed. 
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This article reviews theories that might explain how advertising 
causes dissatisfaction with the self. It is hypothesized that consumers 
compare themselves. with idealized advertising images. Exposure 
to such images may change consumers’ comparison standards for 
what they desire or lower perceptions of their own performance 
on relevant dimensions; the result is lowered satisfaction. Explor- 
atory and experimental research examined these hypotheses in the 
context of idealized images of physical attractiveness in ads targeted 
at young women. Evidence for comparison was found. Results 
suggest that idealized images raised comparison standards for at- 
tractiveness and lowered satisfaction with one’s own attractiveness. 


RICHINS, Marsha L. and Scott DAWSON (1992), A 
Consumer Values Orientation for Materialism and 
Its Measurement: Scale Development and Valida- 
tion, 19 (December), 303-316. 


This article reviews the construct and measurement of materialism 
and concludes that materialism is appropriately conceptualized as 
a consumer value. The development of a values-oriented materi- 
alism scale with three components—acquisition centrality, acqui- 
sition as the pursuit of happiness, and possession-defined success— 
is described. In validation tests high scorers (compared with low 
scorers) desired a higher level of income, placed greater emphasis 
on financial security and less on interpersonal relationships, pre- 
ferred to spend more on themselves and less on others, engaged 
in fewer voluntary simplicity behaviors, and were less satisfied with 
their lives. 


RIDGWAY, Nancy M. see Bloch, Peter H. et al. (June 
1986). 


RIECKEN, Glen and A. Coskun SAMLI (1981), Mea- 
suring Children’s Attitudes Toward Television 
Commercials: Extension and Replication, 8 (June), 
57-61. 


This article extends the reliability assessment of Rossiter’s short 
objective test for measuring children’s attitudes toward television 
commercials. The test is extended to three specific product cate- 
gories. Rossiter’s original scale is also replicated. In all cases, high 
internal consistency and moderate test-retest reliability are found. 


RIGAUX, Benny P. see Davis, Harry L. (June 1974). 
RINEY, Bobye J. see Rubin, Rose M. et al. (June 1990). 
RIP, Peter D. see Wright, Peter (September 1980). 


RITCHIE, J. R. Brent, Gordon H. G. MCDOUGALL, 
and John D. CLAXTON (1981), Complexities of 
Household Energy Consumption and Conservation, 
8 (December), 233-242. 


A national sample of Canadian households was used to relate cli- 
matic variables, dwelling/appliance/vehicle descriptors, demo- 
graphic characteristics, and attitudinal variables to actual in-home 
energy consumption and self-reported gasoline consumption. Using 
split-sample replications, dwelling and vehicle descriptors indicated 
a strong association with energy consumption, and both male and 
female attitudes indicated weak associations. 


RITCHIE, J. R. Brent see Claxton, John D. et al. (De- 
cember 1980). 


RITCHIE, J. R. Brent see Filiatrault, Pierre (September 
1980). 

RITCHIE, J. R. Brent see McDougall, Gordon H. G. et 
al. (December 1981). 

ROBERTSON, Thomas S. and John R. ROSSITER 
(1974), Children and Commercial Persuasion: An 
Attribution Theory Analysis, | (June), 13-20. 
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This article studies children’s levels of understanding of television 
commercials and the associated effects upon attitudes and purchase 
request tendencies. Attribution theory, with its focus on perception 
of intent, is the research framework. The results suggest that when 
a child attributes persuasive intent to commercials, he believes them 
less, likes them less, and is less likely to want the products advertised. 
Comment: Ryans and Deutscher, 2 (December 1975), 237. 
Rejoinder: Robertson and Rossiter, 3 (June 1976), 58. 


ROBERTSON, Thomas S. and Yoram WIND (1980), 
Organizational Psychographics and Innovativeness, 
7 (June), 24-31. 


This paper proposes a conceptual model of organizational psy- 
chographics to explain innovative buying behavior within orga- 
nizations. The model is used to predict hospital adoption of new 
medical technology, and the results suggest that psychographics 
can improve our ability to understand organizational innovative- 
ness. 


ROBERTSON, Thomas S., John R. ROSSITER, and 
Terry C. GLEASON (1979), Children’s Receptivity 


to Proprietary Medicine Advertising, 6 (December), 
247-255. 


This study assesses the impact of proprietary medicine advertising 
on children. Only limited support is found for a direct link between 
exposure to medicine commercials and a child’s beliefs, attitudes, 
and requests to parents regarding medicine. There is no evidence 
of a link between medicine advertising and a child’s use of pro- 
prietary medicines. 


ROBERTSON, Thomas S. see Burke, Raymond R. et al. 
(March 1988). 


ROBERTSON, Thomas S. see Gatignon, Hubert (March 


1985). 


ROBINSON, John P. (1977), The ““New Home Econom- 
ics”: Sexist, Unrealistic, or Simply Irrelevant? Com- 
ment on “The ‘New Home Economics. . .”” by 
Marianne A. Ferber and Bonnie G. Birnbaum, 4 
(December), 178-181. 


ROBINSON, John P. see Jackson-Beeck, Marilyn (March 
1981). 


ROBINSON, Michael see Graham, John L. et al. (June 
1988). 


ROBINSON, William T. see Fornell, Claes (March 1983). 


ROEDDER, Deborah L. (1981), Age Differences in Chil- 
dren’s Responses to Television Advertising: An In- 
formation-Processing Approach, 8 (September), 144- 
153. 


Age differences in children’s responses to television advertising are 
examined from an information-processing perspective. Evidence 
is reviewed that identifies age differences in learning, and describes 
the mechanism underlying these differences. On the basis of these 
data, appropriate strategies to regulate advertising for different age 
segments are identified. 


ROEDDER, Deborah L. see also JOHN, Deborah Roed- 
der 


ROGERS, Everett M. (1976). New Product Adoption and 
Diffusion, 2 (March), 290-301. 


This paper summarizes what we have learned from research on 
the diffusion of innovations that contributes to understanding new 
product adoption, discusses how the background of diffusion re- 
search affected its contributions and shortcomings, and indicates 





future research priorities. Diffusion research has played an impor- 
tant role in helping put social structure back in the communication 
process. Network analysis and field experiments are promising tools 
in diffusion studies. The diffusion model has aided our under- 
standing of the consumption of new products. 


ROGERS, Robert D. (1979), Commentary on “The Ne- 


glected Variety Drive’’, 6 (June), 88-91. 


ROMER, Daniel see Deighton, John et al. (December 


1989). 


ROOK, Dennis W. (1985), The Ritual Dimension of 


Consumer Behavior, 12 (December), 251-264. 


In daily living, people participate regularly in a variety of ritualized 
activities at home, work, and play, both as individuals and as 
members of some larger community. The average person also relies 
on various ritual events to mark such significant life passages as 
graduation, marriage, and death. Despite these pervasive and 
meaningful ritual experiences, consumer research has largely failed 
to recognize this extensive behavioral domain. The present article 
introduces and elaborates the ritual construct as a vehicle for in- 
terpreting consumer behavior and presents the results of two ex- 
ploratory studies that investigate the artifactual and psychosocial 
contents of young adults’ personal grooming rituals. 


ROOK, Dennis W. (1987), The Buying Impulse, 14 (Sep- 


tember), 189-199. 


What is impulse buying? Despite the marketing and lifestyle factors 
that encourage it today, impulse buying is not yet well understood. 
This is due to part to the longstanding absence of a compelling 
conceptualization of this distinctive type of purchasing behavior. 
This article reviews extant research on impulsive behavior and 
then introduces a new interpretation of impulse buying. Following 
this are the results of an exploratory study that investigates the 
phenomenology of consumers’ impulse buying episodes. The re- 
search identifies: (1) the subjective experiences that distinguish the 
onset of the buying impulse, (2) how consumers cope with their 
impulsive urges to buy, and (3) the types of negative consequences 
they incur as a result of their impulsive buying. 


ROSE, Randall L. see Bearden, William O. (March 1990). 
ROSE, Randall L., William O. BEARDEN, and Jesse E. 


TEEL (1992), An Attributional Analysis of Resis- 
tance to Group Pressure regarding Illicit Drug and 
Alcohol Consumption, 19 (June), 1-13. 


This article investigates the role of attributional thinking in gen- 
erating resistance to pressures toward conformity in the illicit con- 
sumption of drugs and alcohol. The results of four studies regarding 
how conformity influences illicit drug and alcohol consumption 
among high school and college students are reported. In study 1 
more than two-thirds of the respondents reported concern for the 
implications of their own dissent or compliance regarding the re- 
actions of their peers. Study 2 demonstrated a significant relation- 
ship between high school students’ attributional thinking concern- 
ing a peer group’s illicit beer consumption and conformity, 
expressed as intentions to drink the beer. In study 3, in-depth in- 
terviews with high school students provided insight into the realism 
of the conformity scenarios used in the research and the types of 
conformity pressures experienced by young people. In study 4, 
locus of causality, an abstract attributional dimension, and several 
specific attributions were shown to be significantly associated with 
conformity in the consumption of marijuana. 


ROSE, Randall L. see Celsi, Richard L. et al. (June 1993). 
ROSEN, Dennis L. and Donald H. GRANBOIS (1983), 


Determinants of Role Structure in Family Financial 
Management, 10 (September), 253-258. 


Variables determining the role of husband and wife in family fi- 
nancial management are explored based on in-home, personal in- 
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terviews. Financial tasks reflecting implementation activities and 
two groupings of decision activities were related to component- 
score variables through discriminant function analysis. Sex-role 
attitude and educational level were most important in determining 
the role structure of implementation tasks. Locus of control, wife’s 
working status and reasons for work, and a measure of family life 
cycle were each significant in determining role structure for a 
grouping of decision tasks. 


ROSEN, Dennis L. and Richard W. OLSHAVSKY 


(1987), A Protocol Analysis of Brand Choice Strat- 
egies Involving Recommendations, 14 (December), 
440-444. 


Subjects completed a purchase decision under a computer-con- 
trolled laboratory simulation that enabled acquisition of both at- 
tribute-value and recommendation information from five sources. 
Analysis of subjects’ acquisitions and recorded statements during 
the decision process offered support for the existence of unique 
decision strategies for situations involving availability of both kinds 
of information. Based on the manner in which recommendation 
information was used, these strategies were subdivided into a (1) 
recommendation-forms-evoked-set (RFES) for consideration, and 
a (2) recommendation-forms-standard (RFS) for comparison to 
other brand alternatives. Differences in strategy use between two 
product categories were explored. 


ROSS, William T., Jr. and Elizabeth H. CREYER (1992), 


Making Inferences about Missing Information: The 
Effects of Existing Information, 19 (June), 14-25. 


This article is concerned with the process by which inferences about 
missing information are formed. We propose that consumers use 
within-attribute (other-brand) processing first and, if that infor- 
mation is diagnostic, infer the value of the missing information 
with little consideration of additional information. If the within- 
attribute processing does not prove diagnostic, consumers then 
move to within-alternative (same-brand) processing. In two ex- 
periments, we find that high variation in other-brand information 
results in a statistically significant discount to the inferred value 
even with no variation in same-brand information, whereas the 
reverse is not true. This is supportive of an inference-formation 
process in which other-brand information is considered first. Fur- 
ther, we find that, if there is low variation in other-brand infor- 
mation, time and effort are reduced, attention to the attribute with 
the missing information is proportionately increased, and there is 
@ shift away from alternative-based processing. These results, en- 
compassing both traditional process measures and inference-based 
measures, support the process model that we advance. 


‘ROSS, William T., Jr. and Elizabeth H. CREYER (1993), 


Interpreting Interactions: Raw Means or Residual 
Means? 20 (September), 330-338. 


Interpreting interactions is important in analyzing data generated 
by the ANOVA family of techniques. In this article, we examine 
how to specify the cell means used to describe an interaction. Al- 
though most researchers utilize the raw means that are the output 
of most analysis packages, R. Rosenthal and R. L. Rosnow suggest 
an alternative procedure, removing the treatment effects (and pos- 
sibly the grand means) from the group means and then examining 
the interaction in isolation. We examine why and under what cir- 
cumstances it is appropriate to use residual means to examine 
interactions. How the use of raw means versus residual means 
affects interpreting interactions is examined in the context of a 
demonstration experiment. After that, a procedure for interpreting 
interactions is presented. 


ROSSITER, John R. (1977), Reliability of a Short Test 


Measuring Children’s Attitudes Toward TV Com- 
mercials, 3 (March), 179-184. 


This article presents a short objective test for measuring children’s 
attitudes toward television commercials. The test is shown to have 
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high internal-consistency reliability (a = .69) and satisfactory test- 
retest reliability (r = .67) for a sample of 208 4th through 6th grade 
children. Extension of the test for use with younger children and 
its modification for measurement of children’s attitudes toward 
other forms of advertising are discussed. 


ROSSITER, John R. see Robertson, Thomas S. (June 
1974). 


ROSSITER, John R. see Robertson, Thomas S. et al. 
(December 1979). 


ROTFELD, Herbert J. see Reid, Leonard N. et al. (Sep- 
tember 1982). 


ROTH, Martin S. see Zinkhan, George M. et al. (Septem- 
ber 1992). 


ROTHSCHILD, Michael L., Yong J. HYUN, Byron 
REEVES, Esther THORSON, and Robert GOLD- 
STEIN (1988), Hemispherically Lateralized EEG as 
a Response to Television Commercials, 15 (Septem- 
ber), 185-198. 


EEG was recorded from 21 right-handed women as they watched 
commercial television. A significant amount of variance in hemi- 
spheric dominance shifts of lateralized EEG was explained as a 
function of the onset of easily identifiable variables in the stimulus. 
There were hemispheric differences in EEG due to the verbal and 
nonverbal components of the stimulus. Lags between stimulus onset 
and change in EEG also were observable. The data were found to 
be reliable within this study, between this study and a prior one, 
and between this study and others in the EEG literature that uses 
less complex stimuli. 


ROTHSCHILD, Michael L. and Yong J. HYUN (1990), 
Predicting Memory for Components of TV Com- 
mercials from EEG, 16 (March), 472-478. 


Subjects watched television while EEG was being recorded and 
later completed a series of recognition tests based on component 
parts of the commercials they had seen. Memory correlated sig- 
nificantly with changes in the electrical patterns that occurred dur- 
ing viewing. The probability of correct recognition was enhanced 
when alpha blocking continued for a longer period of time and 
when hemisphcvic laterality shifted to the right during the onset 
of a commercial component and then to the left during the fol- 
lowing seconds. 


ROTHSCHILD, Michael L. see Brown, Tom J. (June 
1993). 


RUBIN, Rose M., Bobye J. RINEY, and David J. MOL- 
INA (1990), Expenditure Pattern Differentials Be- 
tween One-Earner and Dual-Earner Households: 
1972-1973 and 1984, 17 (June), 43-52. 


The impact of women’s changing work roles on household expen- 
ditures by married couples is analyzed for 1972-1973 and 1984 
utilizing data from the Consumer Expenditure Survey (CEX). One- 
earner households with a non-working wife (NWW) are compared 
at the same level of after-tax income to dual-earner households in 
which the wife works part time (PWW) and to those with wives 
working full time (FWW). The analysis indicates that expenditure 
shares are fairly consistent among types of households over time 
in terms of wife’s work status and income levels and that income 
is the most important determinant of expenditures. 


RUDD, Joel and Frank J. KOHOUT (1983), Individual 
and Group Consumer Information Acquisition in 
Brand Choice Situations, 10 (December), 303-309. 


Drawing on small groups research, family sociology, and consumer 
information processing research, behavioral process methodology 
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is used to compare information acquisition depth and decision 
time across individuals, ad hoc cross-sex dyads, and married cou- 
ples. Ad hoc dyads and nominal groups (statistically paired indi- 
viduals) acquired more information than did married couples; ad 
hoc dyads acquired more information than did individuals. The 
implications of the findings for our understanding of individual 
and group consumer information acquisition are discussed. 


RUSS, Frederick A. see Armstrong, Gary M. et al. (De- 
cember 1979). 


RUSSELL, Gary J. see Russo, J. Edward et al. (June 
1986). 


RUSSELL, James A. and Albert MEHRABIAN (1976), 
Environmental Variables in Consumer Research, 3 
(June), 62-63. 


Russell Belk’s explicit recognition of environmental variables and 
their ability to explain and predict behavior is applauded. His ap- 
proach to describing environmental differences is noted as lacking 
parsimony, however, and an alternative, more parsimonious, ap- 
proach is suggested. 


RUSSO, J. Edward (1974), More Information is Better: 
A Reevaluation of Jacoby, Speller, and Kohn, | (De- 
cember), 68-72. 


A reanalysis of the data of Jacoby, Speller and Kohn (1974) shows 
that, in their experimental situation, consumers both wanted and 
benefited from more information. This analysis conflicts with the 
authors’ conclusions. 


RUSSO, J. Edward, Barbara L. METCALF, and Debra 
STEPHENS (1981), Identifying Misleading Adver- 
tising, 8 (September), 119-131. 


A procedure for identifying misleading advertising is presented, 
based solely on measured consumer beliefs. An advertisement is 
misleading if an exposed group holds more false beliefs than a 
comparison group. When ten allegedly misleading advertisements 
were tested, two were identified as incrementally misleading, and 
four others were shown to be exploitively misleading. 


RUSSO, J. Edward, Richard STAELIN, Catherine A. 
NOLAN, Gary J. RUSSELL, and Barbara L. MET- 
CALF (1986), Nutrition Information in the Super- 
market, 13 (June), 48-70. 


Lists of nutrition information posted in supermarkets were designed 
to reduce the information-processing costs of comparing alternative 
foods. In Experiment 1, lists of vitamins and minerals increased 
nutrition knowledge but had no influence on actual purchases. In 
Experiment 2, a list of added sugar—a negative component of 
food—increased the market share of low-sugar breakfast cereals at 
the expense of high-sugar brands. We conclude that effort-reducing 
displays are a successful technique for increasing information use, 
especially for the more highly valued negative nutrients. 


RUSSO, J. Edward see Johnson, Eric J. (June 1984). 


RYAN, Michael J. and E. H. BONFIELD (1975), The 
Fishbein Extended Model and Consumer Behavior, 
2 (September), 118-136. 


The theoretical development and empirical research testing the 
Fishbein “extended” or “behavioral intentions” model are de- 
scribed and evaluated. Discussion of conceptual and methodolog- 
ical strengths and weaknesses leads to the proposal of a reconcep- 
tualized form of the model as a framework for future research. 


RYAN, Michael J. (1980), Psychobiology and Consumer 


Research: A Problem of Construct Validity, 7 (June), 
92-96. 
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RYAN, Michael J. (1982), Behavioral Intention Forma- 
tion: The Interdependency of Attitudinal and Social 
Influence Variables, 9 (December), 263-278. 


Fishbein and Ajzen have proposed a theory in which behavioral 
intention formation is a function of the separable effects of attitude 
and the social norm. A variable network is deduced from their 
writings that explicitly models complex variable interdependencies 
not previously subjected to empirical testing. The findings from 
an experimental test support a model in which normative variables 
mediate the effects of both cognitive and normative information 
on behavioral intentions. Implications for the theory’s central 
equations and for information processing in general are discussed. 


RYANS, Adrian B. and Terry DEUTSCHER (1975), 
Children and Commercial Persuasion: Some Com- 
ments, 2 (December), 237-240. 


RYANS, Adrian B. and Charles B. WEINBERG (1978), 
Consumer Dynamics in Nonprofit Organizations, 5 
(September), 89-95. 


This study provides useful new insights on attendance behavior of 
theater subscribers over time. The results are described and their 
implications explored—both for attracting subscribers and obtain- 
ing contributors. 


RYANS, Adrian B. see Heslop, Louise A. (March 1980). 


S 
SABAVALA, Darius Jal see Rao, Vithala R. (June 1981). 


SAEGERT, Joel, Robert J. HOOVER, and Marye Tharp 
HILGER (1985), Characteristics of Mexican Amer- 
ican Consumers, 12 (June), 104-109. 


Three consumer variables suggested by the literature to be char- 
acteristic of United States Hispanics were investigated in four sur- 
veys of South Texas Mexican Americans. Evidence that Mexican 
Americans are more brand loyal than non-Hispanics was weak, at 
best. Support was found for the hypothesis that Mexican Americans 
prefer familiar stores and are more price conscious. 


SALOP, Steven C. see Beales, Howard et al. (June 1981). 


SAMLI, A. Coskun see Riecken, Glen (June 1981). 
SANBONMATSU, David M. and Frank R. KARDES 
(1988), The Effects of Physiological Arousal on In- 


formation Processing and Persuasion, 15 (Decem- 
ber), 379-385. 


The effects of physiological arousal on persuasion are investigated. 
An exercise task was used to manipulate physiological arousal, and 
systolic blood pressure readings were taken to assess the effectiveness 
of this manipulation. The results indicate that endorser status (ce- 
lebrity or noncelebrity) has a stronger influence on brand attitudes 
under high than under moderate levels of physiological arousal, 
whereas argument strength has a greater impact under moderate 
than under high arousal levels. The results are consistent with the 
Elaboration Likelihood Model of persuasion. 


SARIN, Rakesh K. see Kahn, Barbara E. (September 
1988). 

SAUER, Paul L. see Fraser, Cynthia et al. (September 
1988). 

SAWYER, Alan G. (1975), Demand Artifacts in Labo- 


ratory Experiments in Consumer Research, 1 
(March), 20-30. 
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Demand artifacts may influence the results of experiments in con- 
sumer behavior. After reviewing problems of demand artifacts, 
this article discusses four methods to investigate demand bias. Sev- 
eral suggestions involving experimental design, measures, and pro- 
cedures to try to reduce demand problems in consumer research 
are presented. 


SAWYER, Alan G. see Brinberg, David et al. (September 
1992). 


SAXTON, Mary Jane see Zinkhan, George M. et al. 
(September 1992). 


SCAMMON, Debra L. (1977), “Information Load” and 
Consumers, 4 (December), 148-155. 


Data from an experimental study situation suggest that increasing 
amounts of information cause consumers to divide their processing 
time among the pieces of information presented causing an ap- 
parent information overload. Simplified information enables more 
accurate identification of the objectively best brand but leaves sub- 
jects feeling dissatisfied and desiring more information. 


SCANZONI, John (1977), Changing Sex Roles and 
Emerging Directions in Family Decision Making, 4 
(December), 185-188. 


This article introduces a new JCR feature. In addition to sum- 
marizing developments and discussing pending and ongoing re- 
search in specific areas of consumer behavior, it is hoped that Trends 
will stimulate further discussion and research in these areas. 


SCANZONI, John (1979), Comment on “Fertility as 
Consumption. . .” by Richard P. Bagozzi and M. 
Frances Van Loo, 5 (March), 292-293. 


SCHANINGER, Charles M. (1976), Perceived Risk and 
Personality, 3 (September), 95-100. 


The relationships between perceived risk and personality measures 
believed to influence information processing were examined using 
correlational analyses. Perceived risk measures were positively re- 
lated to a number of anxiety measures and negatively related to 
self-esteem and risk taking. No significant patterns of relationships 
were found between perceived risk and rigidity or between perceived 
risk and perceptual measures previously related to such traits as 
tolerance for ambiguity, ego control, and rigidity. The construct 
validity of psychophysical perceptual measures of the personality 
traits of anxiety and rigidity was not supported. 


SCHANINGER, Charles M. and Chris T. ALLEN (1981), 
Wife’s Occupational Status as a Consumer Behavior 
Construct, 8 (September), 189-196. 


As a summary construct, wife’s occupational status is likely to 
capture the effects of a number of underlying forces that influence 
lifestyle and consumption patterns. Significant differences across 
wife’s occupational-status groups were found for food, beverage 
and alcohol consumption, makeup usage, clothing purchases, 
shopping behavior and deal proneness, media usage, and major 
and minor appliance ownership. 


SCHANINGER, Charles M. and Donald SCIGLIM- 
PAGLIA (1981), The Influence of Cognitive Person- 
ality Traits and Demographics on Consumer Infor- 
mation Acquisition, 8 (September), 208-216. 


Housewives were found to examine more cues and attributes for 
a durable-good information-display-board task than for comparable 
nondurable tasks. The number of cues drawn and of alternatives 
examined were positively related to tolerance for ambiguity and 
self-esteem, and negatively related to cognitive style and trait anx- 
iety. Housewives who were older, later in the family life cycle, less 
educated, and homeowners tended to draw fewer cues and examine 
fewer alternatives. 
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SCHANINGER, Charles M. and William D. DANKO 
(1993), A Conceptual and Empirical Comparison of 
Alternative Household Life Cycle Models, 19 
(March), 580-594. 


In this article we conceptually and empirically compare a number 
of alternative family life cycle models, ranging from traditional to 
“modernized.” These comparisons evaluate each model’s ability 
to identify homogeneous categories, maximize between-group 
variation, classify nearly all households, and result in a reasonably 
small number of sufficient size categories. Our empirical compar- 
isons consist of a number of between- and within-category a priori 
contrasts related to these criteria, as well as overall tests of each 
model’s ability to capture attitudinal, leisure activity, and con- 
sumption differences. While the model of M. C. Gilly and B. M. 
Enis outperformed other models overall, we suggest potential 
modifications based on our a priori comparison findings. We also 
provide recommendations for future research to determine how 
to best incorporate nontraditional family forms. 


SCHEURICH, Jim see Lastovicka, John L. et al. (Sep- 
tember 1987). 


SCHINDLER, Robert M. see Holbrook, Morris B. (June 
1989). 


SCHLINGER, Mary Jane see Hornik, Jacob (March 
1981). 


SCHMITT, Bernd H., France LECLERC, and Laurette 
DUBE-RIOUX (1988), Sex Typing and Consumer 
Behavior: A Test of Gender Schema Theory, 15 
(June), 122-128. 


Using the context of advertising, packaging, and consumer choice, 
three experiments were conducted to test the predictions of gender 
schema theory that gender-schematic (sex-typed) individuals and 
gender-aschematic (non-sex-typed) individuals differ in the way 
they process and evaluate information related to gender. Results 
indicated strong sex effects, but the predicted sex-type effects were 
not obtained. 


SCHMITTLEIN, David C. and Donald G. MORRISON 
(1983), Measuring Miscomprehension for Televised 
Communications Using True-False Questions, 10 
(September), 147-156. 


Approaches to the measurement of miscomprehension are devel- 
oped using true-false questions about the content of televised com- 
munications. Our model for individuals’ responses to those ques- 
tions includes the effect of guessing and yeasaying. An individual’s 
true ability in answering the question is the combination of two 
countervailing forces: the information the viewer has acquired from 
the communication, and the misinformation picked up at the same 
time. Jacoby, Hoyer, and Sheluga (1980) found that between one- 
quarter and one-third of what is seen on television is miscompre- 
hended. We reinterpret this conclusion. Some new results regarding 
differences between types of televised communications are also 
reported. 


SCHMITTLEIN, David see Morwitz, Vicki G. et al. (June 
1993). 


SCHNEIDER, Kenneth C. (1977), Prevention of Acci- 
dental Poisoning Through Package and Label Design, 
4 (September), 67-74. 


This article reports findings of a study which investigated the pos- 
sibility of controlling accidental childhood poisoning by designing 
packages and labels to reduce children’s attraction toward these 
products. The major conclusion of the article is that such an ap- 
proach to poison control is feasible. 
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SCHOUTEN, John W. (1991), Selves in Transition: 
Symbolic Consumption in Personal Rites of Passage 
and Identity Reconstruction, 17 (March), 412-425. 


The consumption of aesthetic plastic surgery is examined with the 
broader context of daily life in an investigation of the motives and 
the self-concept dynamics underlying this symbolic consumer be- 
havior. Data were collected in multiple, in-depth, ethnographic 
interviews, and analyzed by a constant comparative method re- 
vealing insights into both a priori and emergent themes. A priori 
themes regarding body image, impression management, symbolic 
self-completion, and possible selves are developed through a lit- 
erature review and discussed briefly in light of the findings. Emer- 
gent themes, including role transitions, sexual selves and romantic 
fantasies, control and efficacy, and identity play are developed and 
embedded in a discussion of identity reconstruction and personal 
rites of passage. It is concluded that consumption activities are 
important to both the maintenance and the development of a stable, 
harmonious self-concept. Directions for future research are dis- 
cussed. 


SCHRAM, Vicki R. and Marilyn M. DUNSING (1981), 


Influences on Married Women’s Volunteer Work 
Participation, 7 (March), 372-379. 


The determination of whether or not married women participate 
in volunteer work, and the degree to which they participate, was 
investigated. The homemaker’s education and the husband’s at- 
titude about wives working outside the home were determinants 
of participation; homemaker’s age, marital satisfaction, education, 
number of years lived in present home, length of residence in com- 
munity, and amount of time worked since marriage were deter- 
minants of amount of participation. 


SCHUL, Yaacov and David MAZURSKY (1990), Con- 


ditions Facilitating Successful Discounting in Con- 
sumer Decision Making, 16 (March), 442-451. 


Two types of discounting appeals were tested for effectiveness: an 
ignore appeal asks consumers to disregard a previously commu- 
nicated claim because it may not be valid; a refute appeal specifically 
states that the challenged claim is incorrect. Results from two ex- 
periments indicate that the impact of the two appeals on consumer 
decision making depends on the elaboration the message underwent 
during encoding. Impact is also mediated by the extent to which 
a discounting cue provides counterinformation about a product 
and signals a reinterpretation of nonchallenged claims. Refute ap- 
peals are more effective due to their specificity and strength. 


SCHUL, Yaacov see Mazursky, David (June 1988). 
SCHUMANN, David see Petty, Richard E. et al. (Sep- 


tember 1983). 


SCHUMANN, David W., Richard E. PETTY, and D. 


Scott CLEMONS (1990), Predicting the Effectiveness 
of Different Strategies of Advertising Variation: A 
Test of the Repetition-Variation Hypotheses, 17 
(September), 192-202. 


Two strategies for varying the content of ads over repeated pre- 
sentations are distinguished, and the effectiveness of these strategies 
are examined at two different levels of consumer motivation to 
process the ads. Consistent with the hypotheses, experiment | found 
that a cosmetic variation strategy (variation in nonsubstantive fea- 
tures of an ad across multiple presentations) had greater impact 
on attitudes when motivation to process the ad was low (as induced 
by low personal relevance of the product). Experiment 2 found 
that a substantive variation strategy (variation in relevant product 
attributes across multiple presentations) was more influential when 
motivation to process the ad was high. These results are consistent 
with the Elaboration Likelihood Model of persuasion. 
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SCHURR, Paul H. and Julie L. OZANNE (1985), Influ- 
ences on Exchange Processes: Buyer’s Preconceptions 
of a Seller’s Trustworthiness and Bargaining Tough- 
ness, 11 (March), 939-953. 


Exchange theories posit that trust has an important and favorable 
influence on dyadic interactions. This paper examines the notion 
that trust plays a key role in making a seller’s tough bargaining 
strategy successful. In a bargaining experiment, we manipulated 
subjects’ preconceptions about a seller’s trustworthiness and bar- 
gaining toughness. As hypothesized, a seller’s expected trustwor- 
thiness-plus-toughness in bargaining led to higher levels of buyer- 
seller cooperation and agreement and a higher level of buyer 
concessions. 


SCHURR, Paul H. see Brucks, Merrie (March 1990). 


SCIGLIMPAGLIA, Donald see Schaninger, Charles M. 
(September 1981). 


SCOTT, Carol A. (1977), Modifying Socially-Conscious 
Behavior: The Foot-in-the-Door Technique, 4 (De- 
cember), 156-164. 


The results of a field experiment conducted to test the effectiveness 
of a behavioral influence strategy predicated on self-perception 
theory in producing persistent behavior change is reported here. 
The findings demonstrate the efficacy of this approach, but provide 
only modest support for the self-perception explanation of its effects. 


SCOTT, Carol A. and Richard F. YALCH (1980), Con- 
sumer Response to Initial Product Trial: A Bayesian 
Analysis, 7 (June), 32-41. 


A Bayesian model was employed to assess consumer responses to 
the trial of a new product when one situational and two information 
factors were varied. The results demonstrate a tendency to accept 
information consistent with one’s perceptions about the causes of 
behavior, and to reject information when it contradicts these at- 
tributions. 


SCOTT, Carol A. see Bettman, James R. et al. (December 
1986). 


SCOTT, Carol A. see John, Deborah Roedder et al. (June 
1986). 


SCOTT, Cliff, David M. KLEIN, and Jennings BRYANT 
(1990), Consumer Response to Humor in Advertis- 


ing: A Series of Field Studies Using Behavioral Ob- 
servation, 16 (March), 498-501. 


In a series of field studies, social and business events were promoted 
using humorous, non-humorous, and control formats. The hu- 
morous promotions significantly increased attendance for the social 
events, but showed no significant impact for business events. 


SCOTT, Linda M. (1990), Understanding Jingles and 
Neediedrop: A Rhetorical Approach to Music in Ad- 
vertising, 17 (September), 223-236. 


Studies of music in advertising have tended to characterize music 
as a nonsemantic, affective stimulus working independently of 
meaning or context. This implicit theory is reflected in methodology 
and procedures that separate music from its syntax of verbal and 
visual elements. Consequently, the consumer’s ability to judge and 
interpret music as part of an overall rhetorical intension is over- 
looked. This article proposes an alternative theory—that music is 
meaningful, language-like—and calls for both interpretive and 
empirical research as ways of exploring a richer, potentially more 
explanatory concept. 


SEIDMAN, Stephen B. see Reingen, Peter H. et al. (De- 
cember 1984). 
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SEMENIK, Richard see Belk, Russell W. et al. (December 
1981). 


SEN, Subrata K. see Blattberg, Robert C. et al. (December 
1976). 


SEN, Subrata K. see Pekelman, Dov (March 1979). 


SEXTON, Richard J., Nancy Brown JOHNSON, and 
Akira KONAKAYAMA (1987), Consumer Re- 
sponse to Continuous-Display Electricity-Use Mon- 
itors in a Time-of-Use Pricing Experiment, 14 (June), 
55-62. 


Continuous-display, electricity-use monitors provide more com- 
prehensive electricity cost information than previously considered 
initiatives. This study analyzes the effect of monitor-provided in- 
formation on consumers’ monthly peak period, off-peak period, 
and total electricity consumption using an ANCOVA framework. 
Results indicate that monitoring did not induce conservation but 
did significantly contribute to shifting electricity use from peak to 
off-peak periods. 


SEYMOUR, Daniel and Greg LESSNE (1984), Spousal 


Conflict Arousal: Scale Development, 11 (Decem- 
ber), 810-821. 


A conflict arousal scale is developed as a tool to conduct empirical 
research in family decision making. The scale’s reliability and va- 
lidity are examined and reported. Finally, several applications of 
the conflict arousal scale are discussed and additional research areas 
are specified. 


SHAMDASANI, Prem N. see Koslow, Scott et al. (March 
1994). 


SHANDLER, Bruce see Green, Paul E. et al. (December 
1988). 


SHANTEAU, James and C. Michael TROUTMAN 
(1975), Commentaries on Bettman, Capon, and Lutz, 
1 (March), 16-18. 


SHANTEAU, James see Troutman, C. Michael (Septem- 
ber 1976). 


SHAPLEN, Kate see Brockner, Joel et al. (June 1984). 


SHELUGA, David A., James JACCARD, and Jacob JA- 
COBY (1979), Preference, Search, and Choice: An 
Integrative Approach, 6 (September), 166-176. 


A framework for integrating a process-descriptive method of in- 
formation search with methods of estimating attribute and product 
preference is described. Consumer choice for a product variation 
is examined within this framework. The data show that consumers 
make rational decisions based on searched information, but do 
not necessarily make predicted product-choice decisions when all 
available product varieties and attribute information are taken into 
consideration. 


SHEPPARD, Blair H., Jon HARTWICK, and Paul R. 
WARSHAW (1988), The Theory of Reasoned Ac- 
tion: A Meta-Analysis of Past Research with Rec- 
ommendations for Modifications and Future Re- 
search, 15 (December), 325-343. 


Two meta-analyses were conducted to investigate the effectiveness 
of the Fishbein and Ajzen model in research to date. Strong overall 
evidence for the predictive utility of the model was found. Although 
numerous instances were identified in which researchers over- 
stepped the boundary conditions initially proposed for the model, 
the predictive utility remained strong across conditions. However, 
three variables were proposed and found to moderate the effec- 
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tiveness of the model. Suggested extensions to the model are dis- 
cussed and general directions for future research are given. 


SHERMOHAMAD, Ali see Zinkhan, George M. (June 
1986). 


SHERRELL, Daniel L. see Bloch, Peter H. et al. (June 
1986). 


SHERRELL, Daniel L. see Pitts, Robert E. et al. (Decem- 
ber 1981). 


SHERRY, John F., Jr. (1983), Gift Giving in Anthro- 
pological Perspective, 10 (September), 157-168. 


Gift giving is a universal behavior that still awaits satisfactory in- 
terpretation by social scientists. By tempering traditional consumer 
research with an anthropological perspective, our understanding 
of gift exchange can be enriched. A model of the gift exchange 
process intended to stimulate comprehensive research on gift-giving 
behavior is presented in this paper. 


SHERRY, John F., Jr. and Eduardo G. CAMARGO 
(1987), “May Your Life Be Marvelous:” English 
Language Labelling and the Semiotics of Japanese 
Promotion, 14 (September), 174-188. 


A recent trend in consumer research is the broadening of the notion 
of consumer behavior to include activities not merely epiphenom- 
enal to marketing. Another trend with earlier historical origins is 
the semiotic interpretation of consumption activities. These trends 
are merged in the present article, which contrasts the vehemence 
with which Japanese cultural uniqueness is linked with the spirit 
of the language (kotodama) with the Japanese readiness to use 
English language loanwords in establishing an identity for indig- 
enous product offerings. The article focuses on the investing of 
indigenous consumer goods with meaning through use of loanwords 
in a culturally conservative blocked market context. It explores 
the meaning of such investment from the perspective of consumer 
and analyst, using product labels and other promotional vehicles 
as a primary data base. Finally, it treats the diffusion of cultural 
elements such as language and lifestyle, and their subsequent ad- 
aptation to local systems of meaning, as a significant macrocon- 
sumption pattern. 


SHERRY, John F., Jr. (1990), A Sociocultural Analysis 
of a Midwestern American Flea Market, 17 (June), 
13-30. 


The ethnographic case study presented in this article illustrates the 
institutional complexity and sociocultural significance of a mid- 
western American flea market. A conception of marketplace struc- 
ture and function that incorporates informal and festive dimensions 
of consumer behavior is advanced. The article explores the rela- 
tionship of primary and secondary economic activity. Buyer and 
seller behavior, marketplace ambience, the social embeddedness 
of consumption, and experiential aspects of consumption are con- 
sidered at length. 


SHERRY, John F., Jr. see Belk, Russell W. et al. (March 
1988). 


SHERRY, John F., Jr. see Belk, Russell W. et al. (June 
1989). 

SHETH, Jagdish N. see Newman, Bruce I. (September 
1985). 


SHIMP, Terence A. and Robert F. DYER (1979), The 
Pain-Pill-Pleasure Model and Illicit Drug Consump- 
tion, 6 (June), 36-46. 


Television advertisers of over-the-counter drugs have been accused 
of contributing to illicit drug consumption by engendering a pain- 
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pill-pleasure mentality in American society. This article reviews 
and critically appraises the research, and suggests how consumer 
researchers might contribute to this critical social issue. 


SHIMP, Terence A. (1982), Perception of Time in Con- 
surier Research: Comment, 9 (June), 116-118. 


SHIMP, Terence A. and William O. BEARDEN (1982), 
Warranty and Other Extrinsic Cue Effects on Con- 
sumers’ Risk Perceptions, 9 (June), 38-46. 


Warranty quality, warrantor reputation, and price were manipu- 
lated in five separate experiments that were designed to examine 
the effects of these extrinsic cues on consumer perceptions of the 
financial and performance risk involved with innovative product 
concepts. The important role of the warranty as a mechanism for 
allaying consumers’ financial risk perceptions was consistently 
demonstrated in all five experiments. 


SHIMP, Terence A. and Alican KAVAS (1984), The 
Theory of Reasoned Action Applied to Coupon 
Usage, 11 (December), 795-809. 


This application of the theory of reasoned action examines the 
standard Fishbein-Ajzen paradigm and several model variations. 
These variations extend and challenge the standard model by in- 
corporating tests of independent relations between attitudinal and 
subjective influence variables, by postulating multiple cognitive 
and normative structures rather than unidimensional structures, 
and by comparing direct effects of Aact and SN on behavior against 
indirect effects mediated through behavioral intentions. 


SHIMP, Terence A., Robert F. DYER, and Salvatore F. 
DIVITA (1976), An Experimental Test of the Harm- 
ful Effects of Premium-Oriented Commercials on 
Children, 3 (June), 1-11. 


This study constitutes an experimental test of the Federal Trade 
Commission’s proposed ban of child-directed television commer- 
cials promoting premiums. These preliminary results are generally 
non-supportive of the FTC’s position and question the legitimacy 
of the proposed guide. 


SHIMP, Terence A., Eva M. HYATT, and David J. 
SNYDER (1991), A Critical Appraisal of Demand 
Artifacts in Consumer Research, 18 (December), 
273-283. 


Especially since the publication of Sawyer’s instructive article on 
the topic, consumer researchers have been concerned that demand 
artifacts significantly compromise the validity and generalizability 
of experimental findings. In this article we provide an overview of 
the issues surrounding the demand-artifacts controversy, evaluate 
the preconditions for demané artifacts, and offer a critique of sup- 
positions about the consequences and appropriate control of de- 
mand artifacts. Kellaris and Cox’s critique of Gorn’s well-known 
classical conditioning experiments provides the backdrop for much 
of the discussion. 


SHIMP, Terence A., Elnora W. STUART, and Randall 
W. ENGLE (1991), A Program of Classical Condi- 
tioning Experiments Testing Variations in the Con- 
ditioned Stimulus and Context, 18 (June), 1-12. 


Twenty-one experiments regarding the strength of attitudinal con- 
ditioning for various brands of cola were performed. The condi- 
tioned stimulus, brand familiarity (various unknown, moderately 
known, and well-known cola brands), and the embedding context 
in which conditioning trials occurred (other known or unknown 
brands) were manipulated. Effects are strongest for unknown and 
moderately known brands and for colas conditioned in a context 
of known versus unknown brands. Evidence is also provided 
showing that attitudes are conditioned only when subjects are aware 
of the contingency between conditioned and unconditioned stimuli. 
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SHIMP, Terence A., Eva M. HYATT, and David J. 
SNYDER (1993), A Critique of Darley and Lim’s 
‘‘Alternative Perspective”, 20 (December), 496-501. 


This reply challenges W. K. Darley and J.-S. Lim’s conclusions 
that an earlier article of ours misleads consumer researchers about 
the role and treatment of demand artifacts and that our analysis 
regarding G. J. Gorn’s experiments are flawed. We also question 
Darley and Lim’s proposals for minimizing demand artifacts. 

SHIMP, Terence A. see Stuart, Elnora W. et al. (December 
1987). 


SHOAF, F. Robert see Shoemaker, Robert W. (September 
1975). 


SHOCKER, Allan D., Anthony J. ZAHORIK, and David 
W. STEWART (1984), Competitive Market Struc- 
ture Analysis: A Comment on Problems, 11 (De- 
cember), 836-841. 


SHOCKER, Allan D. see Ratneshwar, Srinivasan et al. 
(March 1987). 


SHOEMAKER, Robert W. and F. Robert SHOAF (1975), 
Behavioral Changes in the Trial of New Products, 2 
(September), 104-109. 


The theory of perceived risk suggests that consumers can reduce 
the consequences of trying a new brand by buying a smaller quantity 
on the trial purchase than is normally bought. This study, based 
on longitudinal analysis of 1,480 individual new brand buyers, 
found that initial purchase quantities were smaller, as predicted. 


SHUGAN, Steven M. (1980), The Cost of Thinking, 7 
(September), 99-111. 


A theory and methodology are developed for explicitly considering 
the cost of comparing diverse choice alternatives. The theory allows 
(1) explicit analytical measures of the cost of using various simplified 
decision strategies, and (2) predictions regarding the distribution 
of mistakes a consumer is likely to make when reducing decision- 
making effort. 


SHUGAN, Steven M. see Anderson, Eugene W. (Sep- 
tember 1991). 


SIEBEN, Wanda A. see Rao, Akshay R. (September 
1992). 


SIEGEL, Harvey (1988), Relativism for Consumer Re- 
search? (Comments on Anderson), 15 (June), 129- 
132. 


SILBERMAN, William see Jacoby, Jacob et al. (Septem- 
ber 1977). 


SILVER, Steven (1984), A Simple Mathematical Theory 
of Innovative Behavior: Comment, 10 (March), 441- 
444. 


SILVER, Steven D. (1988), Interdependencies in Social 
and Economic Decision Making: A Conditional 
Logit Model of the Joint Homeownership-Mobility, 
15 (September), 234-242. 


Homeownership is one of the most important financial and social 
decisions consumers face. Typically, this decision is made jointly 
with decisions such as how much to save and whether to move. 
Although major consumption decisions most often are studied in- 
dependently in consumer research, modeling interdependencies 
can contribute to interpretation of influences on their outcomes. 
The interdependency between decisions of homeownership and 
residential mobility is modeled in a conditional logit specification 
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with household status level and cognitive factors as explanatory 
variables. Results indicate that these constructs have indirect effects 
on ownership through mobility that are unobserved if the decisions 
are considered independently. 


SIMMONS, Carolyn J. and John G. LYNCH, Jr. (1991), 
Inference Effects without Inference Making? Effects 
of Missing Information on Discounting and Use of 
Presented Information, 17 (March), 477-491. 


Subjects evaluated a focal set of single-attribute product descriptions 
along with descriptions of competing brands that systematically 
altered what attributes subjects perceived as missing from the 
product descriptions. This manipulation selectively increased 
thoughts about undescribed attributes and led to (a) reduced effects 
of described-attribute levels on product evaluations and (b) lowered 
evaluations of a target set of products. In the past, similar effects 
have been interpreted as evidence that subjects incorporated in- 
ferred missing-attribute values in their evaluations. However, the 
results of the present study suggest that neither effect was mediated 
by inference making. Process tracing data showed that noting an 
attribute as missing was usually not followed by inferences about 
its value. 


SIMMONS, Carolyn J., Barbara A. BICKART, and John 
G. LYNCH, Jr. (1993), Capturing and Creating 
Public Opinion in Survey Research, 20 (September), 
316-329. 


Although consumer researchers often assume that survey responses 
reflect true beliefs, attitudes, and intentions, most recent research 
in social judgment and behavioral decision making suggests that 
people often construct answers to survey questions on the basis of 
their responses to earlier items. A framework proposed by Feldman 
and Lynch suggests that answers are most likely to be constructed 
when the respondent does not have other, more diagnostic inputs 
accessible in memory. Two field experiments conducted during 
the 1988 and 1992 presidential elections support this model. In 
experiment |, when a respondent had voted for one of the can- 
didates in the primary, voting intention was not based on earlier 
survey answers; when a respondent had not voted for these can- 
didates in the primary, voting intention appeared to be constructed. 
Regardless of primary voting behavior, all respondents appeared 
to construct issue opinions. The effect of earlier answers on issue 
opinions decreased as the election neared, consistent with the idea 
that knowledge about the issues increased with time. In experiment 
2, placing questions tapping primary voting behavior first affected 
responses to questions about specific issue opinions, with resulting 
carryover to a later measure of voting intention. We discuss the 
implications of these results for consumer judgment processes and 
for measurement of consumers’ attitudes and intentions. 


SIMONSON, Itamar (1989), Choice Based on Reasons: 
The Case of Attraction and Compromise Effects, 16 
(September), 158-174. 


Building on previous research, this article proposes that choice 
behavior under preference uncertainty may be easier to explain 
by assuming that consumers select the alternative supported by 
the best reasons. This approach provides an explanation for the 
so-called attraction effect and leads to the prediction of a compro- 
mise effect. Consistent with the hypotheses, the results indicate 
that (1) brands tend to gain share when they become compromise 
alternatives in a choice set; (2) attraction and compromise effects 
tend to be stronger among subjects who expect to justify their 
decisions to others; and (3) selections of dominating and compro- 
mise brands are associated with more elaborate and difficult de- 
cisions. 


SIMONSON, Itamar (1992), The Influence of Anticipat- 


ing Regret and Responsibility on Purchase Decisions, 
19 (June), 105-118. 





AUTHOR INDEX 


It is suggested that consumers’ choices between alternatives can 
be systematically influenced by asking them to anticipate the regret 
and responsibility they would feel if they made the wrong decision. 
Specifically, on the basis of the notion that choices of conventional 
or default options are associated with lower regret and responsibility, 
it is proposed that consumers who anticipate how they would feel 
if they made the wrong decision would be more likely to purchase 
a currently available item on sale rather than wait for a better sale 
and more likely to prefer a higher-priced, well-known brand over 
a less expensive, lesser-known brand. These propositions were sup- 
ported in three studies. The findings also suggest that an error 
caused by selection of a lesser-known, lower-priced brand is as- 
sociated with greater responsibility but less regret than an error 
caused by a choice of a well-known, higher-priced brand. 


SIMONSON, Itamar and Russell S. WINER (1992), The 


Influence of Purchase Quantity and Display Format 
on Consumer Preference for Variety, 19 (June), 133- 
138. 


We propose that what consumers buy can be systematically influ- 
enced by how much they buy. We hypothesize that, as the number 
of items purchased in a category on a shopping occasion increases, 
a consumer is more likely to select product variants (e.g., yogurt 
flavors) that s/he does not usually purchase. We used yogurt scanner 
data to support this hypothesis. This study also revealed that con- 
sumers were more likely to select their regular brands when pur- 
chasing more containers of yogurt on a given occasion. A laboratory 
experiment showed that this reflects the combined impact of pur- 
chase quantity and product-display format (i.e., the by-brand dis- 
play of yogurt in supermarkets) on consumer choice. 


SIMONSON, Itamar, Joel HUBER, and John PAYNE 


(1988), The Relationship Between Prior Brand 
Knowledge and Information Acquisition Order, 14 
(March), 566-578. 


The relationship between prior knowledge and information search 
to the selection of information at the brand-attribute level is ex- 
amined. The focus is on both the content and the certainty asso- 
ciated with prior beliefs about the attribute values of various brands. 
We find that information is acquired earlier with respect to prior 
beliefs that are more uncertain and less favorable. In addition, we 
find earlier acquisition of information on brands with high prior 
attractiveness in a choice but not in a ranking task. A dynamic 
analysis of information acquisition incorporating the effect of prior 
knowledge and newly acquired knowledge on search priorities is 
developed. 


SINGER, Eleanor (1978), The Effect of Informed Consent 


Procedures on Respondents’ Reactions to Surveys, 
5 (June), 49-57. 


Do the procedures used to elicit informed consent in a national 
survey affect respondents’ evaluations of the interview? With one 
exception, they do not. The exception is the assurance of confi- 
dentiality, which enhances evaluations of most aspects of the in- 
terview. However, appraisals were less favorable after a lapse of 
time. 


SINGER, Eleanor (1984), Public Reactions to Some Eth- 


ical Issues of Social Research: Attitudes and Behavior, 
11 (June), 501-509. 


This article reports on a survey of public attitudes toward issues 
of informed consent in social research. It finds a high level of ex- 
pressed concern about such matters as confidentiality of response 
and study sponsorship; it also finds significant interrelationships 
between the expression of such concerns and willingness to answer 
sensitive questions on the interview, though generally such rela- 
tionships are small. 


SINGH, Surendra N. see Murry, John P., Jr. et al. (March 


1992). 
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SIRDESHMUKH, Deepak see Miniard, Paul W. et al. 
(September 1992). 


SIRGY, M. Joseph (1982), Self-Concept in Consumer 
Behavior: A Critical Review, 9 (December), 287-300. 


The self-concept literature in consumer behavior can be charac- 
terized as fragmented, incoherent, and highly diffuse. This paper 
critically reviews self-concept theory and research in consumer 
behavior and provides recommendations for future research. 


SMEAD, Raymond J., James B. WILCOX, and Robert 
E. WILKES (1981), How Valid are Product Descrip- 
tions and Protocols in Choice Experiments? 8 (June), 
37-42. 


This paper examines the effects of two increasingly common ele- 
ments of laboratory choice experiment construction—the substi- 
tution of product descriptions for products and the employment 
of protocols—on four classes of variables: cognitive states, attribute 
use, eye movements, and protocol content. Product descriptions 
were found to produce different thought processes than the products 
themselves. The use of protocols, however, did not alter results. 


SMITH, Daniel C. see Park, C. Whan (December 1989). 
SMITH, Daniel C. see Park, C. Whan et al. (March 1989). 
SMITH, Darlene B. see Ford, Gary T. et al. (March 1990). 


SMITH, Karen H. see Stayman, Douglas M. et al. (Sep- 
tember 1992). 


SMITH, Robert E. and Shelby D. HUNT (1978), Attri- 
butional Processes and Effects in Promotional Situ- 
ations, 5 (December), 149-158. 


Three questions regarding attribution theory’s application to mar- 
keting are ‘discussed: 1) Are attributions evoked by consumers? 2) 
What model best explains their behavior? 3) Can they increase the 
perceived source credibility? An experiment exploring these issues 
suggests that consumers do evoke attributions when processing 
promotional messages, and they appear to mediate perceived cred- 
ibility. 

SMITH, Ruth Ann and Michael J. HOUSTON (1985), 
A Psychometric Assessment of Measures of Scripts 
in Consumer Memory, 12 (September), 214-224. 


This study examines the psychometric qualities of two measures 
of scripts for a consumer event. A laboratory experiment in which 
the measures’ reliability and validity were evaluated produced some 
questions about the stability of retrospective self-report measures. 
However, the results were generally encouraging for the psycho- 
metric properties of an alternative measure employing a recognition 
task. We suggest further development of this measure to facilitate 
large-scale investigations of script-based processing in the consumer 
context. 


SMITH, Ruth Ann and David S. LUX (1993), Historical 
Method in Consumer Research: Developing Causal 
Explanations of Change, 19 (March), 595-610. 


Historical research provides a qualitative interpretive method 
uniquely formulated to explain the causes of change through time. 
As such, it offers considerable potential for expanding our current 
understanding of inherently dynamic and volatile consumer phe- 
nomena. Despite recent interest in interpretive approaches among 
consumer researchers, the historical consumer behavior literature 
reveals that this method’s potential has not been fully realized. We 
argue that this underutilization derives from the absence of a fuil 
explication of history’s methodological assumptions and require- 
ments, which are substantially different from those that have tra- 
ditionally dominated consumer research. We address this problem 





by providing a conceptual and methodological review of historical 
research methods and by demonstrating the application of historical 
method to the study of change in consumer behavior. 


SMITH, Ruth Ann see Ford, Gary T. (December 1987). 
SMITH, Scott M. see Beatty, Sharon E. (June 1987). 


SNYDER, David J. see Shimp, Terence A. et al. (Decem- 
ber 1991). 


SNYDER, David J. see Shimp, Terence A. et al. (Decem- 
ber 1993). 


SOBERON-FERRER, Horacio and Rachel DARDIS 
(1991), Determinants of Household Expenditures for 
Services, 17 (March), 385-397. 


Data from the Bureau of Labor Statistics Consumer Expenditure 
Surveys were used to investigate factors influencing household ex- 
penditures for services in the United States. There were significant 
differences between families with full-time and part-time working 
wives in expenditures on child care, food away from home, and 
total services. Household production variables had a significant 
impact on service expenditures in most instances, while the effects 
of other variables such as family life cycle, education, race, and 
geographic location varied by service category and employment 
status of wife. 


SOLOMON, Michael R. (1983), The Role of Products as 
Social Stimuli: A Symbolic Interactionism Perspec- 
tive, 10 (December), 319-329. 


Most empirical work on product symbolism has paid relatively 
little attention to how products are used by consumers in everyday 
social life. This paper argues that the subjective experience imparted 
by the consumption of many products substantially contributes to 
the consumer’s structuring of social reality, self-concept, and be- 
havior. Moreover, the consumer often relies upon the social mean- 
ings inherent in products as a guide to the performance of social 
roles, especially when role demands are novel. While marketing 
theory traditionally views products as post hoc responses to un- 
derlying needs, the focus here is on conditions under which products 
serve as a priori stimuli to behavior. By integrating concepts adapted 
from symbolic interactionism, this approach stresses the importance 
of product symbolism as a mediator of self-definition and role 
performance. 


SOMMER, Robert and Susan AITKENS (1982), Mental 


Mapping of Two Supermarkets, 9 (September), 21 1- 
215. 


Customers in two supermarkets were shown floor plans and asked 
to specify the location of various product categories. Items in pe- 
ripheral aisles were recalled more frequently and accurately than 
items in central aisles. Accuracy was directly related to frequency 
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vertising dramas—narration, plot, story, and character—and to 
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Experiment | demonstrates attitude conditioning at each of four 
levels of conditioned stimulus-unconditioned stimulus pairing. In 
Experiment 2, latent inhibition due to subject preexposure to the 
conditioned stimulus is shown to retard conditioning for both 10- 
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match) processing, category-based (match) processing resulted in 
faster impression formation times, more verbalizations related to 
the product category, fewer verbalizations related to the product’s 
attributes, and fewer references to subtypes. Expertise exaggerated 
these effects. 
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mentation cue effects on discount usage intentions. Depth inter- 
views regarding participants’ experiences using senior-citizen-type 
discounts reveals three levels of responsiveness to consumer offer- 
ings promoted with age segmentation cues: rejecting senior citizen 
discounts to avoid self-devaluation, rejecting senior citizen dis- 
counts to avoid stigmatization, and assigning positive meanings 
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Despite the pervasiveness of conversations as a means of trans- 
mitting information, consumer researchers have not considered 
the effects of conversations on consumers’ information processing. 
This article discusses those structural properties of conversation 
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these structural properties of conversation affect consumers’ in- 
ference, argument elaboration, and memory. The article concludes 
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TOUCHSTONE, Ellen E. see Koslow, Scott et al. (March 
1994). 


TOY, Daniel R. (1982), Monitoring Communication Ef- 
fects: A Cognitive Structure/Cognitive Response 
Approach, 9 (June), 66-76. 


How do people cognitively react to persuasive communications? 
This study addresses this question from a cognitive structure/cog- 
nitive response perspective. Emphasis is on the impact of belief 
discrepancy on cognitive response behavior and the relationship 
between cognitive response and cognitive structure constructs. 


TCY, Daniel R. see Olson, Jerry C. et al. (December 
1982). 


TRIPP, Carolyn, Thomas D. JENSEN, and Les CARL- 
SON (1994), The Effects of Multiple Product En- 
dorsements by Celebrities on Consumers’ Attitudes 
and Intentions, 20 (March), 535-547. 


This research investigated the effects of number of products en- 
dorsed by a celebrity and number of exposures to the celebrity on 
consumers’ attitudes and purchase intentions. In study 1, using 
print ads as the stimuli, the results revealed that, as the number 
of products endorsed increases consumers’ perceptions of celebrity 
credibility, celebrity likability and attitude toward the ad become 
less favorable. These results were independent of the number of 
exposures to the celebrity. Study 2 explored underlying attribution 
processes associated with consumers’ perceptions of multiple 
product endorsers using depth interviews. The findings are discussed 
from attribution and repetition theory perspectives. 


TROUTMAN, C. Michael and James SHANTEAU 
(1976), Do Consumers Evaluate Products by Adding 
or Averaging Attribute Information? 3 (September), 
101-106. 


Two empirical studies are reported in which tests are conducted 
between adding and averaging combination rules for evaluative 
judgments. The results indicate that attribute information combines 
by averaging. Multi-attribute models which assume adding are 
contradicted by the findings, and thus, provide an inadequate de- 
scription of consumers’ psychological processes. 


TROUTMAN, C. Michael see Shanteau, James (March 
1975). 


TSAL, Yehoshua (1985), On the Relationship Between 
Cognitive and Affective Processes: A Critique of Za- 
jonc and Markus, 12 (December), 358-362. 


TSE, David K., Russell W. BELK, and Nan ZHOU 
(1989), Becoming a Consumer Society: A Longitu- 
dinal and Cross-Cultural Content Analysis of Print 

Ads from Hong Kong, the People’s Republic of 

China, and Taiwan, 15 (March), 433-448. 
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Results of a longitudinal study of ads from Hong Kong, the People’s 
Republic of China (PRC), and Taiwan depict distinctive consumer 
cultures. PRC ads emphasize utilitarian appeals, promise a better 
life, and focus on states of being as a consumption theme. Hong 
Kong ads stress hedonistic values, promise easier and American 
lifestyles, and focus on doing. Taiwan ads fall between these two 
extremes, but are converging toward Hong Kong ads in consump- 
tion appeals over time. PRC ads, presumably anchored by remnants 
of an anti-materialistic political ideology, seem to chart a different 
trend. 


TURCHI, Boone A. (1979), Comment on “Fertility as 


Consumption. . .” by Richard P. Bagozzi and M. 
Frances Van Loo, 5 (March), 293-296. 


TYBOUT, Alice M. and Richard F. YALCH (1980), The 
Effect of Experience: A Matter of Salience? 6 (March), 
406-413. 


A labeling technique was employed to explore processes underlying 
the effects of experience. It was found that labeled individuals both 
behaved and perceived themselves in a manner consistent with 
their label. However, these effects were mediated by the consistency 
of the label with the individual’s initial self-schema and the avail- 
ability of other relevant cues. The findings are interpreted in terms 
of an extended self-perception explanation that incorporates the 
notion of cue salience. 


TYBOUT, Alice M. see Calder, Bobby J. et al. (September 
1981). 


TYBOUT, Alice M. see Calder, Bobby J. et al. (December 
1982). 


TYBOUT, Alice M. see Calder, Bobby J. (June 1987). 
TYBOUT, Alice M. see Meyers-Levy, Joan (June 1989). 
TYBOUT, Alice M. see Sternthal, Brian et al. (June 1987). 


TYEBJEE, Tyzoon T. (1979), Response Time, Conflict, 
and Involvement in Brand Choice, 6 (December), 
295-304. 


An information processing model of choice time is developed. A 
computer controlled experiment of pairwise choices found that 
when a brand alternative does not strongly dominate others, the 
resulting conflict lengthens choice time. Involvement in the deci- 
sion, however, did not significantly influence choice time, as theo- 
rized. 


U 


UNGER, Lynette S. and Jerome B. KERNAN (1983), 
On the Meaning of Leisure: An Investigation of Some 
Determinants of the Subjective Experience, 9 
(March), 381-392. 


This study investigates six determinants of the subjective leisure 
experience and attempts to validate them within the framework 
of existing leisure theory. Mixed results suggest that three of these— 
intrinsic satisfaction, perceived freedom, and involvement—are 
invariant across situational contexts, while the remaining ones— 
arousal, mastery, and spontaneity—are more activity-specific. In- 
teractions between personal variables and the situation are shown 
to affect the leisure dimensions perceived. 


UNNAVA, H. Rao see Miniard, Paul W. et al. (June 
1991). 


URBAN, Glen L. see Hauser, John R. (March 1979). 
URBAN, Glen L. see Hauser, John R. (March 1986). 
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URBANY, Joel E. (1986), An Experimental Examination 
of the Economics of Information, 13 (September), 
257-271. 


This article presents an experimental test of propositions that come 
from Stigler’s classic economics of information theory. It reviews 
previous empirical evidence for the propositions and discusses the 
mixed support provided for the theory. It also discusses a major 
assumption of the theory and presents hypotheses that suggest that 
the propositions are not as universal as has been thought. The 
results indicate that buyers with more certain beliefs about retailer- 
price images search less and are less responsive to changes in the 
costs and benefits of search than buyers with less certain beliefs. 
Finally, the article discusses the implications of the results for both 
economics and marketing. 


URBANY, Joel E. and Peter R. DICKSON (1991), Con- 
sumer Normal rrice Estimation: Market versus Per- 
sonal Standards, 18 (June), 45-51. 


In reference-price models, internal reference price is typically es- 
timated from actual market prices. Given the generally poor price 
knowledge consumers have exhibited in prior research, the question 
is whether it is reasonable to use actual market prices to estimate 
consumers’ internal reference-price standards. The initial answer 
provided in this research, surprisingly, is yes. Although internal 
reference prices are measurable and do affect consumer price per- 
ception, the gains in measuring and using those standards in pre- 
dicting brand choice for frequently purchased products may not 
be worth the costs. Reasons why the surrogate price measure may 
work and implications for the measurement of internal reference- 
price standards are considered. 


URBANY, Joel E., William O. BEARDEN, and Dan C. 
WEILBAKER (1988), The Effect of Plausible and 
Exaggerated Reference Prices on Consumer Percep- 
tions and Price Search, 15 (June), 95-110. 


This article examines whether advertisers’ regular price claims affect 
consumer perceptions and price search behavior. Experiments in- 
volving simulated shopping via personal computers indicate that 
compared to an ad with no reference price, an ad with a plausible 
reference price raised subjects’ estimates of the advertiser’s regular 
price and the perceived offer value. An exaggerated reference price 
had generally the same positive effects on perception as a plausible 
reference price, even for the more skeptical subjects. Further, when 
subjects were presented with an advertised sale price above the 
lowest expected price, the exaggerated reference price increased 
the percentage of subjects who purchased the product from the 
advertiser without checking other stores’ prices. 


URBANY, Joel E., Peter R. DICKSON, and William L. 
WILKIE (1989), Buyer Uncertainty and Information 
Search, 16 (September), 208-215. 


Prelimiary measures of pre-purchase uncertainty were developed 
through focus group interviews and were administered to a na- 
tionwide sample of recent appliance purchasers. Responses indi- 
cated the presence of two general types of uncertainty: knowledge 
uncertainty (uncertainty regarding information about alternatives) 
and choice uncertainty (uncertainty about which alternative to 
choose). In exploring how each of these uncertainty dimensions 
was related to search behavior, we found that choice uncertainty 
appeared to increase search, but knowledge uncertainty had a 
weaker, negative effect on search. Implications of the findings for 
previous research on the relationship between uncertainty and 
search are discussed, along with research directions. 


URSIC, Anthony C., Michael L. URSIC, and Virginia L. 
URSIC (1986), A Longitudinal Study of the Use of 


the Elderly in Magazine Advertising, 13 (June), 131- 
133. 


JOURNAL OF CONSUMER RESEARCH 


Using a longitudinal content analysis, this study establishes that 
there is significant use of the elderly in advertisements. It also finds 
that the elderly are often portrayed in relatively prestigious work 
situations, and that older males are used much more frequently 
in advertisements than older females. 


URSIC, Michael (1980), “Consumer Decision Making— 
Fact or Fiction?” Comment, 7 (December), 331-333. 


URSIC, Michael L. see Ursic, Anthony C. et al. (June 
1986). 


URSIC, Virginia L. see Ursic, Anthony C. et al. (June 
1986). 
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VANDEN ABEELE, Piet and Douglas L. MACLACH- 
LAN (1994), Process Tracing of Emotional Re- 
sponses to TV Ads: Revisiting the Warmth Monitor, 
20 (March), 586-600. 


Because of the transient nature of some emotions stimulated during 
TV commercials, measurement of emotional reactions at various 
points during an ad requires process tracing. This research discusses 
the analysis of process-tracing data using the Warmth Monitor as 
an illustration. We show that the establishment of the reliability 
and validity of process-tracing measures hinges on a suitable choice 
of the relevant domain of (co)variance in the data. The Warmth 
Monitor is shown to provide a reliable measure of warmth, but 
questions remain regarding the construct’s meaning and valid 
measurement. 


VAN HOUWELINGEN, Jeannet H. and W. Fred VAN 
RAAIJ (1989), The Effect of Goal-Setting and Daily 
Electronic Feedback on In-Home Energy Use, 16 
(June), 98-105. 


Goal-setting in conjunction with feedback on the degree of goal 
attainment can assist consumers in monitoring and, thus, reducing 
or stabilizing their in-home energy use. A field experiment com- 
pared the effects of daily electronic feedback with monthly external 
feedback and with self-monitoring of energy use. With daily feed- 
back, a 12.3 percent reduction in natural gas use was achieved, 
more than in the other conditions and more than the stated 10 
percent conservation goal. One year after the experiment, energy 
use remained reduced relative to the baseline in all groups; however, 
differences between the experimental conditions were no longer 
significant. 


VAN LOO, M. Francis see Bagozzi, Richard P. (March 
1978). 


VANNIEUWKERK, Renee see Bierley, Calvin et al. 
(December 1985). 


VAN RAAIJ, W. Fred see Van Houwelingen, Jeannet H. 
(June 1989). 


VAN RAAIJ, W. Fred see Verhallen, Theo M. M. (De- 
cember 1981). 


VENKATESH, Alladi (1980), Changing Roles of 
Women—A Life-Style Analysis, 7 (September), 189- 
197. 


This paper explores the implications of the changing roles of women 
for consumer research. Three groups of women—feminists, mod- 
erates, and traditionalists—were included in the study. Differences 
and similarities among the groups were observed in selected life- 
style and demographic characteristics. The study focuses on some 
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sociological aspects of changing roles of women, and formally in- 
corporates them into consumer behavior measures. 


VERHAGE, Bronis see Green, Robert T. et al. (March 


1983). 


VERHALLEN, Theo M. M. and W. Fred VAN RAAIJ 


(1981), Household Behavior and the Use of Natural 
Gas for Home Heating, 8 (December), 253-257. 


The factors that determine energy use for home heating are in- 
vestigated in this study. Household behavior and home character- 
istics prove to be the major determinants, whereas attitudes are of 
minor importance. Home insulation has two opposing effects on 
energy use: lower thermostat settings, but more airing out of rooms. 


VILLANI, Kathryn E. A. and Yoram WIND (1975), On 


the Usage of “‘Modified”’ Personality Trait Measures 
in Consumer Research, 2 (December), 223-228. 


This article reports an empirical study designed to examine the 
test-retest reliability of personality trait measures developed from 
modification of standard tests, and to assess the ability of the mod- 
ified test to determine the traits measured by the standard test. 
The results indicate that modified measurement instruments ad- 
equately measure the defined conceptual traits. 


Comment: Brooker, 5 (September 1978), 143. 


VOLKER, Carol B. see Bivens, Gordon E. (September 


1986). 


Ww 


WACHSPRESS, David P. see Green, Paul E. et al. (De- 


cember 1976). 


WAGNER, Janet and Sherman HANNA (1983), The Ef- 


fectiveness of Family Life Cycle Variables in Con- 
sumer Expenditure Research, 10 (December), 281- 
291. 


Traditional family life cycle, revised family life cycle, and family 
composition variables are compared in models predicting total 
family clothing expenditures. There is little difference in the pre- 
dictive ability of the three sets of variables. In models controlling 
for socioeconomic and demographic variables, family life cycle 
and family composition variables have little predictive ability, in- 
dependent of income. 


WAGNER, Janet see Garner, Thesia I. (December 1991). 
WALKER, James M. (1980), Voluntary Response to En- 


ergy Conservation Appeals, 7 (June), 88-92. 


WALLENDORF, Melanie and Michael D. REILLY 


(1983), Ethnic Migration, Assimilation, and Con- 
sumption, 10 (December), 292-302. 


The cultural assimilation of Mexican-Americans in the Southwest 
is assessed by comparing their food consumption patterns with 
those of income-matched Anglos living in the same region and 
those of income-matched Mexicans living in Mexico City. Rather 
than relying on self-report data as indicators of consumption pat- 
terns, data concerning the contents of the garbage of these three 
types of households are used. The results suggest that, contrary to 
predictions based on the traditional model of assimilation, Mexican- 
American consumption patterns are not a simple blending of 
Mexican and Anglo patterns. Rather, Mexican-American con- 
sumption patterns suggest the emergence of a unique cultural style. 


WALLENDORF, Melanie and Eric J. ARNOULD 


(1988), ‘My Favorite Things:’ A Cross-Cultural In- 
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quiry into Object Attachment, Possessiveness, and 
Social Linkage, 14 (March), 531-547. 


We expiore the meaning and histories of favorite objects in two 
cultures using surveys and photographs. Favorite object attachment 
is differentiated from the possessiveness component of materialism 
and from attachment to other people. Meanings of favorite objects 
derive more from personal memories in the U.S. and from social 
status in Niger than from object characteristics. Since favorite ob- 
jects serve as storehouses of personal meanings, gender, age, and 
culture reflect differences in object selected as well as reasons for 
selection. In the U.S., photographs show greater proximity to objects 
that are symbols of others or experiences than to objects enjoyed 
for their own attributes. 


WALLENDORF, Melanie and Eric J. ARNOULD 


(1991), “We Gather Together”: Consumption Rituals 
of Thanksgiving Day, 18 (June), 13-31. 


Thanksgiving Day is a collective ritual that celebrates material 
abundance enacted through feasting. Thanksgiving Day both marks 
and proves to participants their ability to meet basic needs abun- 
dantly through consumption. So certain is material plenty for most 
U.S. citizens that this annual celebration is taken for granted by 
participants. Not just a moment of bounty but a culture of enduring 
abundance is celebrated. This article draws on 10 data sets compiled 
over a five-year period. We interpret the consumption rituals of 
Thanksgiving Day as a discourse among consumers about the cat- 
egories and principles that underlie American consumer culture. 
That is, Thanksgiving Day is read as an enacted document or- 
chestrated symbolically and semiotically through consumption. 
The cultural discourse of Thanksgiving Day negotiates meanings 
and issues in both the domestic and national arenas that are difficult 
for many to acknowledge, articulate, and debate verbally. Through 
the use of multiple perspectives and sources of data, we attempt 
to elucidate both the emic and etic meanings of this holiday. 


WALLENDORF, Melanie and Merrie BRUCKS (1993), 


Introspection in Consumer Research: Implementa- 
tion and Implications, 20 (December), 339-359. 


On the basis of a review of introspective methods in other social 
science disciplines, we identify five categories of introspection: (1) 
researcher introspection, (2) guided introspection, (3) interactive 
introspection, (4) syncretic combinations, and (5) reflexivity within 
research. We draw from this literature a set of six methodological 
issues relevant to the conduct of introspection in consumer research. 
Because of the recent publication of consumer behavior papers 
that rely extensively or even exclusively on the researchers’ life 
experiences as data, we consider these methodological issues in 
detail regarding the conduct of researcher introspection. On the 
basis of substantive and methodological developments in other 
categories of introspection, researcher introspection is critiqued in 
terms of data collection and recording issues, its lack of separation 
of the roles of the researcher and introspector, and its exclusive 
focus on one individual. Because of the difficulties of overcoming 
critical methodological limitations inherent in this research ap- 
proach, we conclude that researcher introspection has severely 
limited potential to contribute to future research in consumer be- 
havior. In contrast, we suggest that appropriate use of guided in- 
trospection and reflexivity within research can be used to advance 
theory in consumer behavior. We conclude by discussing the bal- 
ance between openness and rigor necessitated by the pluralistic 
composition of the field of consumer research. 


WALLENDORF, Melanie see Belk, Russell W. et al. 


(March 1988). 


WALLENDORF, Melanie see Belk, Russell W. et al. 


(June 1989). 


WALLENDORF, Melanie see Reilly, Michael D. (Sep- 


tember 1987). 
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WARD, James C. and Peter H. REINGEN (1990), So- 
ciocognitive Analysis of Group Decision Making 
among Consumers, 17 (December), 245-262. 


A sociocognitive perspective is developed to further the under- 
standing of the relation between cognitive and social processes. 
The approach combines social network analysis with a cognitive 
network perspective to enable the researcher to study how social 
structure influences cognitive structure and how shared cognitive 
structure influences choice. This perspective is applied to how a 
group (with several subgroups) makes a consumer decision with 
consequences for the entire group. The results show that social 
structure influences cognitive structure, that shared knowledge is 
related to choice, and that the sociocognitive perspective provides 
new insights to prior literature on group decision making and the 
relation between group membership and brand choice. 


WARD, James see Loken, Barbara (September 1990). 


WARD, Scott (1974), Consumer Socialization, 1 (Sep- 
tember), 1-14. 


This paper traces the development of interest in consumer social- 
ization. Major policy and conceptual issues are posed, and research 
in several areas of study is reviewed. Directions for research are 
specified in three key areas: consumer socialization processes, con- 
tent of learning, and permanence of early learning. 


WARLOP, Luk see Janiszewski, Chris (September 1993). 
WARRINER, G. Keith (1981), Electricity Consumption 


by the Elderly: Policy Implications, 8 (December), 
258-264. 


The results of a multivariate analysis of residential electricity con- 
sumption by the elderly show that of several long-term, structural 
factors related to this level of consumption, income is the least 


influential. However, the same analysis indicates that the distri- 
butional impacts of electric bills discriminate against the elderly. 


WARSHAW, Paul R. see Bagozzi, Richard P. (September 
1990). 


WARSHAW, Paul R. see Sheppard, Blair H. et al. (De- 
cember 1988). 


WEBB, Peter H. (1979), Consumer Initial Processing in 
a Difficult Media Environment, 6 (December), 225- 
236. 


Research on the effects of television advertising has focused on 
source, message, and audience characteristics, but much less on 
the situational aspects of the message environment. This article 
shows how the structure of the environment in which a commercial 
is embedded affects an individual viewer’s attention to and com- 
prehension of the commercial. 


WEBBINK, Douglas W. (1978), Automobile Repair: Does 
Regulation or Consumer Information Matter? 5 
(December), 206-209. 


WEBER, Jean E. see Munsinger, Gary M. et al. (March 
1975). 


WEBSTER, Frederick E., Jr. (1975), Determining the 
Characteristics of the Socially Conscious Consumer, 
2 (December), 188-196. 


This study finds that the socially conscious consumer can be dis- 
tinguished by a variety of personality, attitude, and socioeconomic 
variables, although the relationships are rather weak. A measure 
of traditionally defined social responsibility was found to have no 
relationship to socially conscious consumer behavior. 


Comment: Mayer, 3 (September 1976), 113. 
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WEIGOLD, Michael F. see Lynch, John G., Jr. et al. 
(September 1988). 


WEILBAKER, Dan C. see Urbany, Joel E. et al. (June 
1988). 


WEINBERG, Charles B. and Russell S. WINER (1983), 
Working Wives and Major Family Expenditures: 
Replication and Extension, 10 (September), 259-263. 


This paper updates and replicates an earlier study comparing pur- 
chases by working wives (employed outside the home) and non- 
working wives and the amounts spent for time-saving durables, 
other durables, and hobby and recreation items. Using a 1977 data 
base similar to one gathered a decade earlier, wife’s labor force 
behavior was again found not to be significantly related to either 
purchase or expenditure decisions for time-saving durables, when 
income, stage of life cycle, and other situational variables were 
held constant. 


WEINBERG, Charles B. see Currim, Imran S. et al. (June 
1981). 


WEINBERG, Charles B. see Gorn, Gerald J. (September 
1984). 


WEINBERG, Charles B. see Ryans, Adrian B. (September 
1978). 


WEINBERG, Charles B. see Strober, Myra H. (December 
1977). 


WEINBERG, Charles B. see Strober, Myra H. (March 
1980). 


WEITZ, Barton and Peter WRIGHT (1979), Retrospec- 
tive Self-Insight on Factors Considered in Product 
Evaluation, 6 (December), 280-294. 


The accuracy of women’s reports about the cutoffs and the number 
of factors used when evaluating birth-control devices was tested. 
The results indicate that memories for these aspects of the judg- 
ments were fairly accurate, and that cutoffs were popular when 
subjects made hasty judgments and imagined an imminent com- 
mitment. 


WELLS, William D. (1993), Discovery-oriented Con- 
sumer Research, 19 (March), 489-504. 


The Journal of Consumer Research and the Association for Con- 
sumer Research initiated a new discipline, intended to embrace 
divergent topics, methods, concepts, data, motives, partners, and 
ideas. Over the years, that vision has faded. Now the discipline 
faces inward, toward a narrower range of issues, and away from 
the real world. Five guidelines seek to redirect the discipline toward 
its original goals. These guidelines advocate wider horizons, a larger 
audience, a different talent mix, more emphasis on discovery, more 
attention to consumers, and more single-minded dedication to 
meaningful results. 


WERNERFELT, Birger see Hauser, John R. (March 
1990). 


WESTBROOK, Robert A. (1980), Intrapersonal Affective 
Influences on Consumer Satisfaction with Products, 
7 (June), 49-54. 


Research on consumer satisfaction with products has typically ig- 
nored influences other than the confirmation of expectations rel- 
ative to product outcomes. This paper examines the impact of 
broader, intrapersonal affective variables on satisfaction, and pre- 
sents empirical results on the relative effects of both types of influ- 
ence. 


WESTBROOK, Robert A. and Richard L. OLIVER 
(1991), The Dimensionality of Consumption Emo- 
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tion Patterns and Consumer Satisfaction, 18 (June), 
84-91. 


Although both consumption emotion and satisfaction judgments 
occur in the post-purchase period, little is known about their cor- 
respondence. This article investigates the interrelationships between 
the two constructs by way of taxonomic and dimensional analyses 
to identify patterns of emotional response to product experiences. 
Five discriminable patterns of affective experience were uncovered, 
which were based on three independent affective dimensions of 
hostility, pleasant surprise, and interest. The results extend prior 
findings of a simple bidimensional affective-response space and 
reveal that satisfaction measures vary in their ability to represent 
the affective content of consumption experiences. 


WETZEL, James and George HOFFER (1982), Con- 
sumer Demand for Automobiles: A Disaggregated 
Market Approach, 9 (September), 195-199. 


Using a disaggregated model and a three-stage least squares pro- 
cedure, this paper estimates the demand for automobiles in the 
U.S. by size class. While the price elasticity of demand in each 
submarket was significantly greater than one, factors such as gas- 
oline prices, styling changes, and demographic changes influenced 
each submarket differently. 

WHITE, Kenneth J. (1975), Consumer Choice and Use 
of Bank Credit Cards: A Model and Cross-Section 
Results, 2 (June), 10-18. 


This study identifies and analyzes some of the factors influencing 
the consumer’s decision to use bank credit cards versus checking 
accounts. A model is developed to incorporate the costs of using 
different transactions vehicles into the consumer’s decision process. 
The model is tested empirically with a cross section sample of 
consumers. 


WHITNEY, John C., Jr. see John, Deborah Roedder 
(March 1986). 

WICKER, Allan W. (1975), Commentary on Belk, 2 (De- 
cember), 165-167. 

WICKLUND, Robert A. see Clee, Mona A. (March 1980). 

WIENER, Joshua Lyle (1985), Are Warranties Accurate 


Signals of Product Reliability? 12 (September), 245- 
250. 


A major goal of the 1975 Magnuson-Moss Warranty-Federal Trade 
Commission Improvement Act was to create a market place in 
which a product’s warranty would be an accurate signal of its re- 
liability. Appliances and motor vehicles were studied empirically 
to determine whether warranties actually do serve as reliability 
signals. The results of the study show that even after controlling 
for other cues, warranties are accurate signals. 


WILCOX, James B. see Smead, Raymond J. et al. (June 
1981). 


WILDE, Louis see Grether, David (March 1984). 
WILDT, Albert R. see Bruno, Albert V. (September 1975). 


WILKES, Robert E. (1992), A Structural Modeling Ap- 
proach to the Measurement and Meaning of Cog- 
nitive Age, 19 (September), 292-301. 


This article examines the measurement properties of cognitive age 
and its relationship both to demographic antecedent variables and 
to nondemographic consequential variables through the use of a 
structural modeling framework. Cognitive age is shown to possess 
unidimensionality and to demonstrate acceptable reliability. Cog- 
nitively younger “older” women manifested higher self-confidence 
and greater fashion interest, were more work oriented, and had 
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greater participation in entertainment and culturally related activ- 
ities. Contrary to the hypothesis, cognitively younger women were 
not more socially involved than their cognitively older counterparts. 

WILKES, Robert E. see Smead, Raymond J. et al. (June 
1981). 


WILKIE, William L. see Dickson, Peter R. et al. (March 
1983). 


WILKIE, William L. see Hutton, R. Bruce (March 1980). 
WILKIE, William L. see McNeill, Dennis L. (June 1979). 


WILKIE, William L. see Urbany, Joel E. et al. (September 
1989). 


WILLENBORG, John F. see Pitts, Robert E. et al. (De- 
cember 1981). 


WILLIAMS, Carol J. see Fazio, Russell H. et al. (Decem- 
ber 1989). 


WILLIAMSON, Nicholas C. see Didow, Nicholas M., Jr. 
et al. (December 1983). 


WILSON, David T., H. Lee MATHEWS, and James W. 
HARVEY (1975), An Empirical Test of the Fishbein 
Behavioral Intention Model, 1 (March), 39-48. 


The theoretical antecedents and predictive validity of the Fishbein 
Behavioral Intention Model are examined with housewives’ re- 
sponses to a questionnaire and one measure of actual behavior in 
the context of nationally advertised brands of toothpaste as the 
data base. 


WILTON, Peter C. and Edgar A. PESSEMIER (1981), 
Forecasting the Ultimate Acceptance of an Innova- 
tion: The Effects of Information, 8 (September), 162- 
171. 


Limited knowledge and purchase readiness seriously hamper at- 
tempts to predict the adoption of innovative products and the 
early sales of new, infrequently purchased products. Test results 
for electric vehicles indicate that the methods employed in this 
study can overcome these knowledge and readiness deficiencies. 


WILTON, Peter C. and John G. MYERS (1986), Task, 
Expectancy, and Information Assessment Effects in 
Information-Utilization Processes, 12 (March), 469- 
486. 


Researchers in marketing have begun to pay increasing attention 
to the problems of utilization of objective information in judgment 
tasks. In this article, we propose a simplified model of the formation 
of information utility expectations as a function of the judgment 
task and a parsimonious set of information attributes. We further 
propose a process of expectancy disconfirmation to explain the 
modification of utility judgments during utilization. Results of a 
laboratory experiment operationalizing the proposed model indi- 
cate strong convergent validity for the proposed constructs. 


WIMMER, Roger D. see Reid, Leonard N. et al. (Sep- 
tember 1982). 


WIND, Yoram (1976), Preference of Relevant Others and 
Individual Choice Models, 3 (June), 50-57. 


WIND, Yoram (1977), New Directions for JCR, 4 (June), 
59-60. 


WIND, Yoram see Robertson, Thomas S. (June 1980). 


WIND, Yoram see Villani, Kathryn E. A. (December 
1975). 





116 


WINER, Russell S. (1986), A Reference Price Model of 
Brand Choice for Frequently Purchased Products, 
13 (September), 250-256. 


A brand choice model that incorporates both reference and ob- 
served prices is proposed for frequently purchased products. The 
model is composed of a probability-of-purchase component and 
a reference-price-formation component. Empirical testing of the 
model using coffee UPC scanner panel data demonstrates that for 
two of the three brands, the model predicts probability of purchase 
better than do standard demand models that utilize only current 
observed brand prices. 


WINER, Russell S. see Holbrook, Morris B. et al. (June 
1982). 


WINER, Russell S. see Mayhew, Glenn E. (June 1992). 
WINER, Russell S. see Simonson, Itamar (June 1992). 


WINER, Russell S. see Weinberg, Charles B. (September 
1983). 


WINETT, Richard A. and John H. KAGEL (1984), Ef- 
fects of Information Presentation Format on Re- 
source Use in Field Studies, 11 (September), 655- 
667. 


Information presentation format is an important variable in altering 
resource use, yielding the same or greater reductions in use as 
relatively large price increases. Marked reductions in resource use 
in the experimental field studies we review are apparently the result 
of presenting information about conservation strategies in a vivid 
and specific manner, with the formats constituting a rudimentary 
“information technology.” Application of these findings to con- 
sumer research, information search processes, and consumer in- 
formation regulatory policy are outlined. 


WINKLER, Robin C. see Battalio, Raymond C. et al. 
(September 1974). 


WITKOWSKI, Terrence H. (1989), Colonial Consumers 
in Revolt: Buyer Values and Behavior During the 
Nonimportation Movement, 1764-1776, 16 (Sep- 
tember), 216-226. 


Although colonial Americans had long valued frugality and had 
limited their consumption, actual demand for material comforts 
and imported consumer goods grew vigorously during the third 
quarter of the eighteenth century. The nonimportation movement, 
primarily a politically motivated boycott of British manufactures 
intended to force repeal of distasteful tax laws, also reaffirmed 
traditional values and attempted to improve the image of products 
made in America. Following a discussion of the colonial market 
and nonimportation, this article examines conflicts between old 
values backed by patriotic appeals and emerging buyer preferences. 
The concluding section draws a few implications for understanding 
present-day consumers. 


WITTENBACH, James L. see Pitts, Robert E. (December 
1981). 


WITTINK, Dick R., Lakshman KRISHNAMURTHI, 
and Julia B. NUTTER (1982), Comparing Derived 
Importance Weights Across Attributes, 8 (March), 
471-473. 


WITTINK, Dick R. see Currim, Imran S. et al. (June 
1981). 


WOGALTER, Michael S. see Barlow, Todd (June 1993). 


WOLF, Gerrit (1975), Commentaries on Bettman, Capon, 
and Lutz, 1 (March), 18-19. 


JOURNAL OF CONSUMER RESEARCH 


WONG, John K. see Teas, R. Kenneth (March 1992). 
WOOD, Ronald see Brinberg, David (December 1983). 


WOODRUFF, Robert B. see Gardial, Sarah Fisher et al. 
(March 1994). 


WRIGHT, Peter (1975), Factors Affecting Cognitive Re- 
sistance to Advertising, 2 (June), 1-9. 


This article examines the relationships between three personal 
characteristics of adult females and their cognitive responses to a 
commercial message under different reception conditions. Two 
trait-type characteristics, general social confidence and information- 
processing confidence, and one acute characteristic, peer-designated 
topical opinion leadership, were studied. These factors did affect 
counter-response activities as hypothesized. 


WRIGHT, Peter (1979), Concrete Action Plans in TV 


Messages to Increase Reading of Drug Warnings, 6 
(December), 256-269. 


A field experiment tested the effect of exposure to messages, added 
to over-the-counter drug ads, which urged that package warnings 
be read. Combining concrete contextual language and a visual ac- 
tion demonstration produced a short-term increase in package in- 
spections and in tendencies to read in-store warning signs. 


WRIGHT, Peter (1980), Message-Evoked Thoughts: Per- 
suasion Research Using Thought Verbalizations, 7 
(September), 151-175. 


Verbalizations of the thoughts evoked by an advocacy message are 
used as data in many persuasion experiments. In this article, the 
theory and measurement principles underlying such research are 
examined, and a review of empirical evidence on the relationship 
between experimental treatments, verbalized thoughts, and ensuing 
topical judgments is presented. The conclusion is that verbalized 
thoughts may be valid indicants of some audience processing ac- 
tivities. 

WRIGHT, Peter and Peter D. RIP (1980), Product Class 
Advertising Effects on First-Time Buyers’ Decision 
Strategies, 7 (September), 176-188. 


High school students judged college preferences after reading mes- 
sages promoting various colleges. The messages varied the degree 
of similarity in the attributes or the comparison procedure discussed 
and the use of imagery instructions. Thought verbalizations and 
utility functions indicated that product class advertising can influ- 
ence how people attack unfamiliar choices. 


WRIGHT, Peter see Bither, Stewart W. (June 1977). 
WRIGHT, Peter see Kirmani, Amna (December 1989). 
WRIGHT, Peter see Weitz, Barton (December 1979). 


WRIGHT, Robert R. see Bearden, William O. et al. (De- 
cember 1979). 


WYER, Robert S., Jr. see Hong, Sung-Tai (September 
1989). 


WYER, Robert S., Jr. see Hong, Sung-Tai (December 
1990). 


Y 
YADAV, Manjit S. see Klein, Noreen M. (March 1989). 


YAGER, Ronald R. (1979), On “A Programming Model 
of Consumer Choice Among Miultiattributed 
Brands’, 6 (December), 317-319. 












AUTHOR INDEX 


YALCH, Richard see Kehret-Ward, Trudy (March 1984). 


YALCH, Richard F. and Rebecca ELMORE-YALCH 
(1984), The Effect of Numbers on the Route to Per- 
suasion, 11 (June), 522-527. 


A recently introduced model of the audience response to persuasive 
communications is discussed and used to develop hypotheses about 
the likely effects of a message quantification strategy. The predicted 
effects are tested in an experiment and the results are discussed in 
terms of communications and marketing implications. 


YALCH, Richard F. see Scott, Carol A. (June 1980). 


YALCH, Richard F. see Steinberg, Sandon A. (March 
1978). 


YALCH, Richard F. see Tybout, Alice M. (March 1980). 


YI, Youjae (1990), The Effects of Contextual Priming in 
Print Advertisements, 17 (September), 215-222. 


This study investigated one particular way that contextual materials 
can affect the processing of ambiguous product information in 
print ads. It was proposed that prior exposure to contextual factors 
can prime certain product attributes and subsequently increase the 
likelihood that consumers interpret product information in terms 
of these activated attributes, thereby affecting the evaluation of the 
advertised brand. Two experiments were conducted to test the 
hypothesis, and the results demonstrated that specific attributes 
relevant to evaluating the advertised brand varied in their acces- 
sibility as a function of the context and that these variations influ- 
enced brand attitudes. 


YI, Youjae see Bagozzi, Richard P. (March 1991). 
YI, Youjae see Bagozzi, Richard P. et al. (March 1992). 


Z 


ZAHORIK, Anthony J. see Shocker, Allan D. et al. (De- 
cember 1984). 


ZAICHKOWSKY, Judith Lynne (1985), Measuring the 
Involvement Construct, 12 (December), 341-352. 


A bipolar adjective scale, the Personal Involvement Inventory (PII), 
was developed to capture the concept of involvement for products. 
The scale successfully met standards for internal reliability, reli- 
ability over time, content validity, criterion-related validity, and 
construct validity. Tests of construct validity demonstrated that 
the scores were positively related to perceived differences among 
brands, brand preferences, interest in gathering information about 
the product category, and comparison of product attributes among 
brands. 


ZAICHKOWSKY, Judy see Claxton, John D. et al. (De- 
cember 1980). 

ZAJONC, R. B. and Hazel MARKUS (1985), Must All 
Affect Be Mediated By Cognition? 12 (December), 
363-364. 

ZAJONC, Robert B. and Hazel MARKUS (1982), Affec- 


tive and Cognitive Factors in Preferences, 9 (Sep- 
tember), 123-131. 





117 





Affective factors play an important role in the development and 
maintenance of preferences. The representation of affect can take 
a variety of forms, including motor responses and somatic reactions. 
This explains why cognitive methods of preference change that 
are directed at only one form of representation have seldom been 
effective. 


ZEITHAML, Valarie A. (1982), Consumer Response to 
In-Store Price Information Environments, 8 (March), 
357-369. 


A laboratory experiment evaluated the impact of eight in-store 
information environments on consumer processing of price infor- 
mation. Results reveal that the format of information provision 
significantly affected subjects’ cognitive, affective, and behavioral 
responses. Findings suggest that both item marking and a list of 
unit prices facilitate processing of grocery-store prices. 


ZEITHAML, Valarie A. see Gilly, Mary C. (December 
1985). 


ZHOU, Nan see Tse, David K. et al. (March 1989). 


ZINKHAN, George M. and Ali SHERMOHAMAD 
(1986), Is Other-Directedness on the Increase? An 
Empirical Test of Riesman’s Theory of Social Char- 
acter, 13 (June), 127-130. 


The historical trend in other-directedness, predicted by Riesman’s 
theory of social character, is examined through a content analysis 
of 30 years of advertising that appeared in the Ladies’ Home Journal 
and Popular Science magazines. Overall, the results of this trend 
analysis provide some support for Riesman’s theory, especially in 
the case of a male-oriented publication. 


ZINKHAN, George M., Martin S. ROTH, and Mary Jane 
SAXTON (1992), Knowledge Development and 
Scientific Status in Consumer-Behavior Research: A 
Social Exchange Perspective, 19 (September), 282- 
291. 


The communication patterns (1977 through 1988) between the 
Journal of Consumer Research (JCR) and other related disciplines 
are examined from a social exchange perspective. As one way of 
assessing scientific status, we completed a citation analysis to con- 
sider both the journals that JCR authors cite and the journals that 
cite JCR. The results reveal that JCR performs an important 
bridging function between the psychology and marketing literatures. 
However, JCR has had considerably less impact on other cognate 
disciplines, in particular those represented by the members of its 
policy board. In general, we find that JCR does appear to be making 
some progress in achieving its goal of becoming an interdisciplinary 
consumer-research publication. 


ZINKHAN, George M. see Lynn, Michael et al. (Decem- 
ber 1993). 


ZINS, Michel A. see Bettman, James R. (September 
1977). 


ZINS, Michel A. see Bettman, James R. (September 
1979). 


ZOBER, Martin see Ladd, George W. (September 1977). 
ZOBER, Martin see Ladd, George W. (June 1979). 








0093-5301(199406)21:1*;1-L 








